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Lifelike Color in Every Scene 


NEW YORK 


TRafalgar 6-1120 


HOLLYWOOD 


HOllywood 9-3961 


IT’S THE SENSATION OF THE FILM INDUSTRY 


Here’s wh yer 
Complete Optical 


B Now the Lifelike reproduction of skin tones, food and package | 
identification is easier with Pathécolor. and Special Effects 


> Now pastels can be reproduced in thrilling realism. | Facilities! 
> Fast Pathecolor film speed permits simpler, lower cost lighting. ' 
B® You don't need special camera equipment with versatile Pathécolor. 


Pathé has the finest equipment and 
f technicians available for special effect 
> Pathe speed on negative reports and dailies can't be beat...anywhere. work on black and white or color film. 


, : , | No matter how difficult or complicated 
Pathé printing and processing speed is the talk of the industry. 


When you buy Pathécolor, you buy the nation’s finest production facilities. __ Pathé can help you. Call either Pathé 
» Laboratory for immediate attention. 


See a 16 or 35mm Pathécolor demonstration reel. 
You'll never forget it! 
CALL OR WRITE — 


- NEW YORK 105 East 106th Street, TRafalgar 6-1120 
\sBORATORIES - HOLLYWOOD 6823 Santa Monica Bivd., HOllywood 9-3961 


Palhé \arbororories, inc., is o subsidiary of CHESAPEAKE INDUSTRIES, INC. 
GREAT MOTION PICTURES ARE PROCESSED BY BDoathé 


lf the Production calls for color... 
=| 
| | 
Sy, 
| O 
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WHOLESALE GAINS PLAN 


( for manufacturers who want more action at the wholesale level) 


You can get jobbers to emphasize 
your product with 


CARAVELS WHOLESALE GAINS PLAN 


The Wholesale Gains Plan is working 
right now for important manufacturers 


in highly competitive industries. 


It is a simple plan. It is not expensive. 
It is tailored-fitted to each company’s 


specific requirements, And it works! 


Here is what it does: 


@ Strengthens the selling of your own 


salesmen and missionary men: 


@ Focuses the attention of jobbers on 


the profit possibilities of your line: 


@ Stimulates jobbers’ salesmen to stress 
J 


your line in their calls on retailers: 


@ Trains jobbers’ salesmen to help re- 


tailers display and sell your line. 


The Wholesale Gains Plan uses tested 
methods of getting and holding the 
attention and cooperation of everyone 


engaged in selling your product. 


Manufacturers: Write today for our 
special bulletin: THE WHOLESALE GAINS 
PLAN AND HOW IT WORKS. No obligation. 


CARAVEL FILMS, INC. 


730 FIFTH AVENUE +« NEW YORK,N.Y. ¢ CIRCLE 7-6110 
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Again this year, the Ford Motor Company is 
wide-screen motion pictures, a stunning and 


so successful last year with the current Ford line. 


The 1955 models are being presented this month | 


throughout the country in Eastman 35mm. color, 


license by Twentieth Century-Fox, owners of 


Alyce 


These initial units in Ford’s comprehensive 


like the 1954 presentation pictures, were written 


BUSINESS SCREEN MAGAZINE 


4: 
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So 


introducing its new cars and trucks in 


impressive display of product that was 


to Ford dealers and retail salesmen 
produced in new Cinemascope under 


this pre-eminent process. 


sales campaign for the 1955 model year, 


and produced by Wilding. 


WILDING 


PICTURE PRODUCTIONS, INC. 


MOTION PICTURES +- SLIDE FILMS « TELEVISION FILMS 


*CHICAGO 
1345 Argyle Street 


NEW YORK 
385 Madison Ave. 


*DETROIT 
4925 Cadieux Road 


CLEVELAND 
1010 Euclid Bldg. 


*HOLLYWOOD & 
5981 Venice Blvd. 


ST. LOUIS 
4378 Lindell Blvd. 


CINCINNATI 
Enquirer Bldg. 


PITTSBURGH 
Law & Finance Bldg. 


*Studio Facilities 
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TWO 
TOP NAMES 


IN MOTION PICTURE 
PROJECTION EQUIPMENT 


NOW COMBINED 


Technical Service and DeVrylite, two of the best 
known names in the fleld of 16 mm. motion picture 
projectors, are now together . . . bringing you as a 
user new advantages through merged experience 
and combined manufacturing and service facilities. 


Since 1913, DeVrylite projectors have been con- 
sidered unsurpassed for use in classroom or 
auditorium. They have always been noted for their 
exceptional clority of picture and sound . . . light- 
weight portability .. . long, trouble-free operation. 
Now, at the Technical Service plant, every unit is 
being built to the same established quality stundards 
on which the DeVrylite reputation was built. 


Throughout industry, TS! “Suitcase” Projectors have 
provided a most effective method of presenting 
business flims. They ore pletely self tained 
including the screen. Through conti in 
operation, no threading or rewinding of the film 
is necessary, These and many other features have 
made these projectors the most outstanding products 
of their type in use today. 


Immediate deliveries con now be made on all types 
of DeVrylite and TSI projectors. If you ore not 
entirely familiar with the various models which can 
be spplied, or which are best suited to your needs, 
new literature is available and will be sent to you 
promptly upon request. Write Dept. C. 


TECHNICAL SERVICE 


INCORPORATED 
30865 FIVE MILEROAD + Livonia, Mich. 


DEALERSHIPS in a few 
localities are open at 
the present time. In- 
quiries from aggres- 
sive, high calibre or- 
gonizations will be 
welcomed. 
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PREVIEW OF CONTENTS 


General Interest Features 


The Automobile Industry Dramatizes 


Its 1955 Lines: Films’ Role 32 
Chrysler's Wide-Screen Debut 33 
Northrop Tells Defense Story 34 


THe ANA FILM Survey 


“Dollars & Sense of Business Films” 35 
Premiere: “Clean Waters” New Edition 39 
The IAVA Annual Fall Meeting 40 
Case Histories of Current Films 42 
Pathe Laboratories Shows the Press 16 
Editorial Departments 
Camera Eye: Editorial Notes & Comment 22 
What's New in Business Pictures 48 
In the Picture Parade 50 
New Audio-Visual Products 64 
People Who Make Pictures . 68 


PLUS THE 
NATIONAL Directory oF VisuAL DEALERS 


Office of Publication 
7064 Sheridan Road, Chicago 26 


Issue Seven, Volume Fifteen of Business Screen Magazine, 
published November, 1954, Issued 8 times annually at six-week 
peervels at 7064 Sheridan Road, Chicago 26, Lilinois by busi- 
ness Screen Magazines, Inc. Phone BRiargate 4-8234, O. ad 
Coelln, Jr., Editor and Publisher. In New York: Robert 

mour, Jr., 489 Fifth Avenue, Telephone Riverside 9-0215 or 
MUrray Hill 2-2492. In Los Angeles: Edmund Kerr, 3038 
Beverly Bivd., Telephone DUnkirk 8-0613. Subscription $3.00 
a year; $5.00 two years (domestic); $4.00 and $7.00 foreign. 
Entered as second class matter May 2, 1946, at the post office 
at Chicago, Illinois, under Act of March 3, 1879. Entire con- 
tents copyright 1954 by Business Screen Magazines, Inc. 
Trade-mark registered US. Patent Office. Address advertis- 


STATEMENT REQUIRED BY THE ACT OF AUGUST 
24, 1912, AS AMENDED BY THE ACTS OF MARCH 3, 
1933, AND JULY 2, 1946 (Title 39, United States Code, 
Section 233) SHOWING THE OWNERSHIP, MANAGE- 
MENT, AND CIRCULATION OF Business Sereen Maga- 
zine, published eight times annually at Chicago, Illinois, tor 
Oct 1, 1954, 

l The names and addresses of the publisher, editor, man 
aging editor, and business managers are: Publisher, O. H 
Coelln, Jr., 7064 Sheridan Road, Chicago, Ill; Editor, None; 
Managing Editor, None; Business Manager, None 


The at er is: Busmess Screen Magazines, Inc., 7064 
Sheri Ro Chicago, O. Coelln, Jr., 7064 Sheri 
dan Ro ( “+ ago, IIL; Robert Seymour, Jr., P.O. Box 398, 


N.Y.; J. E. Almond, 221 N. LaSalle St., 
Chicago; Dale MeCutcheon, Evanston, Ill; May D. Speer, 
Laguna Beach, Calif 

; The known bondholders, mortgagees, and other security 
holders owning or holding 1 percent or more of total amount 
of bonds, mortgages, or other securities are: None 

4. Paragraphs 2 and 3 include, in cases where the stock 
holder or security holder appears upon the books of the 
company as trustee or in any other fiduciary relation, the 
name of the person or corporation for whom such trustee is 
acting; also the statements in the two paragraphs show the 
affiant’s full knowledge and belief as to the circumstances and 
conditions under which stockholders and security holders who 
do not appear upon the books of the company as trustees, 
hold stock and securities in a capacity other than that of a 
bona fide owner 

Oo. H. COELLN, JR., Publisher 

Sworn to and subscribed before me this 14th day of Sep- 

tember, 1954, 
EDWARD STEINKFE 


(SEAL) (My commission expires February 10, 1955.) 


DESERVES 


3 good package 


A good production 
needn't suffer because of 
reel failure that causes 
distracting, annoying 
noises. And it can't 


happen when films 
are mounted on 
Compco reels and 
protected in Comp- 

co film cans. 


The reels are made of the hardest, spring-type 
steel. They just can't bend out of shope. The 
cans are die-formed, rigid, and dent-resistant. 
Together, they make the perfect combination for 
film production packaging. 


Reels and cans available 
in all 16mm sizes 


CORPORATION 


2251 W. St. Paul Ave., Chicago 47, 


THE QU 


yo TORONTO NS. OWTRAAO 
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NUMBER 7 


RELEASE 


track and picture masters incorporating 


“A” and “B”’ effects 


* 


Color Duplicating Stock furnished at cost if payment 


accompanies order — $.058 per foot. 


@We will mount all prints on your reels and cans at no extra 


charge — and pack for shipping anywhere in the world. 


*Reg. U.S. Patent Office $ Welivery to meet your schedules. 


by ro Psiaa ios and Laboratory 


1226 Wisconsin Avenue, N.W., Washington 7, D.C. DU pont 7-1800 


PRACTICALLY EVERY 16MM FILM PRODUCER IN THE WESTERN HEMISPHERE IS A CLIENT OF BYRON 


VOLUME 15 ¢ 1954 
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Perfect balance ...0/ skilled operating technicians, specially designed equipment, and 
constant laboratory research maintains Precision leadership in the field of film processing. 


Electronic Printing, for example, illustrates the results of Precision’s continuing search for 
improved ways to serve leading producers, directors, and cameramen. This important Maurer 


development in the printing of optical sound from magnetic original is installed at Precision 
for kinescope and other recording direct to the optical track. 


In everything there is one best...in film processing, it’s Precision. 


W Es T 46TH STREET. N E W 


A division of J. A. Maurer, Inc. 
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Unmatched toughness has always been a distinguishing characteristic 
of the Bell & Howell 70-DL. On any assignment, this camera comes through 
with professional excellence . . . a tribute to its versatility, operational design, 
and precise construction . . . all of which add up to rugged 
durability and everlasting satisfaction. 


PROVED DURABILITY 


Film sprockets ave of one-piece 
construction and, like all 

Bell & Howell gear mechanisms, 
are “hobbed”— cut, not stamped 
another rugged feature of the 70-DL. 


One-piece cast aluminum 

housing protects the 

vital mechanism of the 70-DL 
. assuring superb 

performance under any 

operating condition. 


precision 
equipment worthy 
of your 


experience 


“The Conquest of Everest” 
motion picture hailed by 
Time Magazine as”... the 
year's most memorable 
movie,” was filmed during 
the actual climb with a 
70-DI further demon 
strating the dependability 
and durability of this 
superb movie camera, 
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Wednesday, August 18, 1954 


VARIETY 


THE EAGER MINDS 

With Philip Bourneuf; Dwight 
Weist, narrator 

Producer: RKO Pathe 

Producer: Jay Bonafield 

Director: Larry O'Reilly 

Writer: Burten Benjamin 

One half-hour (color) 

Distrib: local electrical companies 


Light’s Diamond Jubilee Com- 
mittee, the 300-company group 
celebrating the 75th anniversary of 


the invention of the incandescent 
lamp, together with N. W. Ayer, its 
agency, RKO Pathe, have turned 
out one of the best industrial 
public relations pix seen in a long 
time. It’s a solid programming 
entry for any tv station and rates 
a prime time slot. 

Film, through the eyes of Philip 
Bourneuf, who grows up with the 
electrical industry, first as a 
dreamy boy, later as an engineer- 
ing student and finally as a devel- 
opment engineer, is a virtual pan- 
orama of the growth of electronics 
in the U. S. and the parallel 
growth of American industry. In- 
cluded are some new electronic 
developments (a televised phone 
system, the wrist-watch radio, the 
home visual tape recorder, electric 
eye-operated closets ,etc.) th 
make some of the science fic 
half-hours on tele look like p 

It’s a wéll-produced, 
and well-performed film 
doesn’t have to take a 
to any commercial progra 
the networks or 
has also eliminated a aor 
station film directors by 
ly avoiding visual 
kind, and the pic 
lab work. 
arranged via local 
anies, for ana 
heatrical showings. nd_ those 
outlets which have 
stalled color origination 
should be able to use 
good advantage. , Chan, 


ming on 3 


RKO PATHE, inc. © 


Professional Company”’ 
1270 Ave. of the Americas, N. Y. 20, N. Y. 


Phone: JUdson 6-5050 
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reliability 


Film producers who deal with Consolidated sleep well . . . 


as far as the processing and shipping of their 
films are concerned. From general manager to 
every worker in each department, CFI's 


efforts are turned toward technical perfection and on-time delivery. 


Building this reputation was neither hit-or-miss 
nor johnny-come-lately. The coupling of technical 


perfection with on-time delivery is the result 
of 34 years of processing inventiveness plus continual 
effort toward smoother operational flow. 


CONSOLIDATED FILM INDUSTRIES 


959 Seward Street, Hollywood 38, California « HOllywood 9-1441 
1740 Broadway, New York 19, New York « J[Udson 6-1700 


DIVISION OF REPUBLIC PICTURES CORP. 
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SOUND VOLUME UP 


DISTORTION 


VICTOR'S 


FULL-RANGE 
AMPLIFIER 


DOWN 


with 


NEW 
10-WATT 


Victor's Assembly 10 l6mm Sound 
has this new, full 


less than 24460 harmonic 
quency response is within 
full sound track Another 


reason to buy the new Victor. 


VICTOR SOUND HOLDS ITS 


range, 


Projec lor 


10-watt amplifier with 
distortion. Fre- 
db throughout 


sound 


SHAPE 


THis NOT THIS 


Write for free folder today. 


Dept. L-11 
New York 


DAVENPORT, IOWA 
Chicago 


QUALITY MOTION PICTURE EQUIPMENT SINCE 1910 


| 


| 
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Motion Picture and Television Engineers Discuss 
TV Color Film Standards at Los Angeles Meeting 


vr closer to the standardization 
“ and commercial integration of 
cited at the 76th 


semi-annual convention of the So- 


color films were 


ciety of Motion Picture and Tele- 
vision Engineers held in Los An- 
geles’ Ambassador Hotel, October 


8-22. Highlighting the 
convention 
that: 

The first test 


fiv e-day 


were announcements 


films designed to 


achieve standardization in color 
telecasting will be made available 


to the nation’s broadcasters. 
A system for the 
color television pictures on theatre 


projection of 


screens has been developed by the 
Radio Corporation of America. 

A l6mm 
makes possible magnetic sound for 


magnastriper now 


color television films. 


Test Films Early in °55 
Meant to solve problems of tele- 
cast color quality in station origi- 
nations, the standardization — test 
films are expected to be available 
early next year, according to Gentry 
Veal, committee chairman. Produced 
by Eastman Kodak. Anseo, and 
Technicolor to meet SMPTE stand- 
ards, the test films will be printed 
in quantity and distributed by the 

Society as a service to industry. 
tests of the 
station’s studio equipment, the films 


Used in individual 
in l6mm and 
Test color slidefilms also will 
be furnished. 
During the 
principal standards 
agreed upon by the 
These standards, a year 
deal with 
color balance. 


will run six minutes 
35mm. 
SMPTE meeting, 
color were 
committee. 
in study, 
brightness, contrast and 
The films will consist 
of indoor and outdoor scenes and 
female models who will provide the 
flesh tones that indi- 
cate proper overall coloration. 


recognizable 


RCA’s Theatre TV Color 


RCA’s new theatre system pro- 
jects color tv pictures 15 by 20 feet 


with “good resolution and bright- 
ness,” according to a report made 


by the Corporation’s theatre equip- 
The experimental 
can also be used for 
theatre projection of black and 
white tv. Affording highlight 
brightness of approximately five- 


ment engineers, 


color system 


foot lamberts on an embossed alum- 
inized system is an 
adaptation of RCA’s monochrome 


screen, the 


system, 


To generate color pictures by 


using three primary colors, two ad- 
ditional optical systems were added 
to the 


basic monochrome projection 


The heart of the the- 
atre color ty system is the decoder 
which color information 


equipment. 


“extracts” 
from the incoming signal, combin- 
ing it in proper proportion with the 
brightness 


signal to form red. 


information in the ty 
and blue 
and blue 
outputs drive the equipment’s three 


green, 


signals. The red, green, 


tv picture tubes. 


Deseribes Magnastriper 


Edward Schmidt of Reeves 
Soundcraft. Inc.. New York. 
a paper on the development of a 


read 


lomm magnastriper which he de- 
scribed as a 16mm version of the 
35mm equipment which produces 
the magnetic stereophonic sound 
on CinemaScope motion pictures. 
The magnastriper produces a 
stripe of magnetic material on the 
edge of l6mm films. The magnetic 


recordings on this stripe produce 
high quality sound from the 16mm 
film, Schmidt said. Completely self- 
contained, 


equipment’s speed 


of operation permits commercial 
quantities of striping of (at least) 
10,000 feet a day. Ut will handle 
double perforated, 100 mil and half- 


stripe single perforated films. 


Low Cost Opticals for TV 


A low cost methed for obtaining 
optical effects in tv film 
vanced in a paper delivered by Sid 
Solow. 


was ad- 


vice president and general 
manager of Consolidated Film In- 
dustries. Financial savings can be 
made for the producer by use of 
the method in which color negatives 
can be edited to obtain lap dis- 
solves and fades in black and white 
and color prints without the ad- 
ditional expense or loss of quality 
experienced in the dupe negative 
method. 

Cost, not technological consider- 
ation, is the deciding factor in a 
producer's choice between color or 
black and white tv. 
The question now is simply: can 


Solow noted. 


the project sustain the additional 
expense involved approximately 
$5,000 for a half hour show—to 


cover increased costs for film, pro- 
cessing, sets, makeup and wardrobe. 

Renewed awareness of the need 
for continuing technical progress as 
the basis for a healthy motion pic- 
ture industry was called for by Her- 
bert Barnett, president of SMPTE 
in his keynote address. 

“The television industry 
stands on the threshold of a new 
service to the nation in establishing 
FOURTEEN } 


also 


CONTINUED ON PAGE 
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The care and feeding of ideas... 


Ideas, like seeds, grow into something worth- 
while, something outstanding, only when 
sown in fertile ground and properly nurtured. 
Over the years, our clients have entrusted 
to us many ideas for motion pictures. Through 
the addition of new, original, refreshing 


approaches, the creation of unusual, interest- 
ing themes, adapting them to the medium 
and applying the proper techniques, these 
ideas have been developed into effective 
motion pictures that produce the results 
desired of them. 


STUDIOS 


HOLLYWOOD + NEW YORK + CHICAGO + DETROIT + CINCINNATI 
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ELECTRICALLY 
OPERATED 


CONTROL 


ADVANGE MECHANISM 


Dont be Chained 
to Your Projector! 


Strip-O-Matic frees you from sitting next to your Projector... 
allows you to control projection from the front of your class- 
room or audience, and be guided by their reactions . . . lets 
you walk among the audience . . . or stand at the screen. 
Just a touch of the hand-held button changes the picture on 
the screen with perfect framing each time . . . changes it 
quickly, surely , smoothly... and... quietly. Designed by 
Viewlex engineers for use only with Viewlex, the world’s 
finest projectors. A most wonderful accessory . . . just slips 
in any Viewlex V model combination filmstrip and slide 


projector. 


ONLY $49.50 


Any accredited Viewlex educational 


dealer will be happy to give you a 


demonstration. 


BOULEVARD 


or... write Dept. AB7 
for free literature 
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What a difference skill makes! 


Columbia’s slide film records are made with a skill that just Columbia works hand in hand with slide film producers 


can’t be matched. everywhere, offering the fastest and most complete service in 
Columbia’s skill—from initial planning to the final pressing the business. 

of the record—makes it a whale of a lot easier for you as a Call any member of Columbia’s new sales team for facts on 
slide film producer to sell your product. our new slide film “package” rates. 


COLUMBIA TRANSCRIPTIONS A Division of Columbia Records Inc., wltetieiid of the modern long playing record 


NEW YORK—799 Seventh Avenue, CI 5-7300 CHICAGO—410 North Michigan Avenue HOLLYWOOD. 8723 Alden Drive 
Gil McKean, Director. Al Shulman, Nat’l. Sales Mgr. Whitehall 4-6000. Jerry Ellis, Manager CRestview 6-1034. Al Wheeler, Manager 


Columbia’ Reg, T. 8, Pat, Of, Mares 
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NOW, more than ever...QUALITY COUNTS 


the 
East... 


The superior 
QUALITY CONTROL consistently maintained 
by MOVIELAB on all film processing assignments has earned 
it the jealously-guarded reputation of being the “QUALITY 
LABORATORY” in the east. 

More producers, cameramen and technicians throughout 
the east put their trust into Movielab’s “KNOW-HOW” and 
“personalized service” than any other. 

Get to know Movielab—for this is the standard by which 
ail film processing is judged. 


SERVICES 


ROUND wwe 


FOR YOUR SCREENINGS 


Negative Developing 


CE OF THE EAST” 


a Ultra Violet and Flash Patch Printing 
Quality Control 
16 mm and 35 mm Release Printing 


Title Department 


25 Cutting and Editing Rooms 


First Print Department 


for color it's....., 


vet 
ig 


* Three Channel interlock projection 
* 16mm 17'/2 mm & 35 mm tape 
* 16mm & 35 mm interlock projection RS 


MOVIELAB FILM LABORATORIES, INC. 


619 West 54th Street, New York 19. N.Y. JUdson 6-0360 


MORE PRACTICAL KNOW-HOW ON NEWEST AUDIO-VISUAL 
TECHNIQUES AND TOOLS APPEARS 8 TIMES ANNUALLY 
IN THE BIGGER, BETTER PAGES OF BUSINESS SCREEN 


SMPTE HONORS 16: 


(CONTINUED FROM PAGE TEN) 
color presentations along with black 
and white,” Barnett said. 

Among the 16 awards of Fellow- 
ship presented during the conven- 
tion were ones received by Richard 
H. Ranger and Hazard E. Reeves 
of the sound recording field, Reid 
H. Ray, motion picture producer, 
and James L. Wassell, Ansco’s chief 
of operations. 

The date for the Spring, 1955 
SMPTE convention was set as April 
17 to 22 at the Drake Hotel, Chi- 
equipment exhibit is 
planned for this meeting. 

Other technical sessions during 


cago. An 


the convention which drew almost 
700 visitors, included ones on mo- 


president of 


Hazard E. Reeves (right) 
Reeves Soundcraft, Reeves Sound Studio: 
and Cinerama, Inc. 
certificate from Herbert Barnett, SMPTE's 
| retiring president 


receives Fellowship 


tion picture photography, color film 


| “Color 


sensitometry and high speed photo- 
graphy. A lecture-demonstration on 
Projected 
was delivered by 


Brightness in 
Color Pictures” 


Ralph M. Evans, Color Technology 


Division of Eastman Kodak Co. 


1955-56 Slate of Officers 
Announced by the SMPTE 
* Elected to head the Society of 
Motion Picture and Television En- 
gineers during 1955-56 were: 
President—Dr. John G. Frayne, 
engineering manager of the West- 
rex Corporation; Executive Vice 
President—-Barton Kreuzer, Radio 
Corporation of America; Editorial 


STANDARD FILMS 


Assignment for Greater New Eng- 
land-— High Quality 
type at reasonable prices. Special- 


Films — any 


ists in Communications. 
Write: 
ANTHONY J. GULLA 
107 Ames Street 
Dedham, Massachusetts 


Dr. John G. Frayne, newly- 
elected president of SMPTE. 


Vice President—Norwood L. Sim- 
mons, Eastman Kodak Company; 
Convention Vice President-——Byron 
Roudabush, president of Byron, 
Inc.; Seeretary—Edward 5. Seeley, 
Altech Service. 

Dr. Frayne, whose regime starts 
a two-year tenure in January, is 
co-author of “Elements of Sound 
Recording.” a book on studio re- 
cording. He has written a number 
of technical papers appearing in 
the Society's Journal. 

Ahead of Mr. Roudabush, who 
also is serving as secretary of the 
Association of Cinema Laborato- 
ries, Inc., is a program of planning 
for four future SMPTE conven- 
tions: Spring, 1955 in Chicago; 
Fall, 1955 at Lake Placid; Spring, 
1956 in New York City, and Fall, 
1956 in Hollywood. 


Atlas Team on Tour in Spain 


* A two-man team from Atlas Film 
Corporation, Chicago, recently 
traveled to Madrid, Spain to begin 
a two-month tour of the country to 
take motion pictures for a docu- 
mentary. Spanish cameramen, tech- 
nicians and crews selected in Madrid 
will work with Atlas Director Al 
Bradish and Interpreter Carlos 
Tort during the filming. In Spain, 
Bradish is rounding out 30 years 
of film-making. He is vice president 
in charge of production at Atlas. 


The NEW Pro-Tex 


Non-Magnetic 


REEL CLIP 
for tape and 8 mm film 
@ Slaps into place without picking 
up reel. 
@ Keeps tape and film neatly wound. 
@ Durable. Fully guaranteed. 
For 5” reels 45¢ ea. 
For 7” reels 50¢ ea. 
Postpaid. Enclose check with order. 


PRO-TEX REEL BAND CO. 


246 Film Building © Cleveland 14, Ohio 
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STRIKING POWER 


4 Intensive research, far-sighted engineering and startling Sound Masters’ capable personnel and complete up-to- 
developments in the field of electronics have vastly improved date facilities constantly keep pace with this rapid progress 
the materials and methods of many industries. in our industry. 

Technological miracles have become commonplace and Our TV commercials and color productions, having 
wonderful achievements have contributed greatly to security excellence of picture and sound, accomplish their objective 
and enjoymeat of American life. with striking power that justifies clients’ acclaim. 


ESTABLISHED 1937 


SOUND MASTERS, INC. 


165 WEST 46TH STREET, NEW YORK 36, N.Y. 


SLIDE FILMS a 


TV SHORTS 
COMMERCIALS | 


PLAZA 7°6600 


> 
| 


At 


—---- —— - 


“I feel that you, too, should share the 
compliments we recently received for our i| 
BLUE COAL film. 

“Particular praise was given to your mas- 
terful handling of the music score. Your 
music was admirably suited to the film and 
was very skillfully assembled. 


“Thanks for your splendid cooperation, 
and your contribution to this film.” 


DEPICTO FILMS, N. Y. 


corelli - jacobs 


FILM MUSIC Ine. 
1600 BROADWAY 


NEW YORK 19, N.Y. 
JUdson 6-6673 


FILM MUSIC Ine. 


Cal Ragsdale says; | | 


| 1955 EQUIPMENT BUYER’S GUIDE 

* The complete audio-visual equipment 
| buyer's source will be a featured part 
of your next (December 15) issue of 

Business Screen. Extra copies $1.00. 
| BUSINESS SCREEN MAGAZINE 
| 7064 Sheridan Road, Chicago 26, III. 


TRIED AND PROVEN SALES PRODUCER 


Theatre Screen Advertising Shows 
Steady Gain in Sponsors, Outlets 


HILE increasing advertising expenditures 
Te television time and talent are making 
the headlines in the business press these days, a 
solid segment of the nation’s leading industries 
are continuing to invest sizeable sums in a time- 
tried sales producer—theatre screen advertising. 

Sponsored films thus reach entertainment 
theatre audiences in two distinct forms: the 
“public interest” short subject of possible 10- 
minute duration, as non-commercial as possible 
and accepted by theatre managers on the basis 
of their interest or entertainment value and the 
straightforward sales pitch possible only in paid 
screen time through the medium of one-minute 
advertising playlets. 

In recent years, these theatre ad playets have 
heen immeasurably improved in appeal through 
the use of color, clever animation and good de- 
sign. They have also gained a wider following 
among theatres in recent years as a good source 
of revenue to supplement the boxoffice. As in- 
creasing numbers of drive-ins in suburban areas 
metropolitan houses, the 
theatre screen ad has achieved excellent new au- 


replaced swooning 


diences, some as close to the point of sale as the 


nearest gas station or the drive-in’s own refresh- 
ment stand. 

Of the approximately 18,000 “going” theatres 
in the U.S., from 12 to 15,000 are considered 
“available” for paid screen advertising. This 
field divides, like other media, between “na- 
tional” and “local” business. National advertis- 
ing, like the well-known “Minute Movies” of Gen- 
eral Screen Advertising, a national agency (or 
the Movie Advertising Bureau), is placed direct 
to theatres without local dealer participation. 

Much more widespread in volume is the dealer- 
participation format in which the national adver- 
tiser provides the films and the local dealer pays 
the cost of theatre time. 

Rates for screen time, sold on a weekly basis, 
range from $7.50 to $100, with an average of 
about $15. Audience size and character of the 
house determines the variation. 

It is estimated the five leading companies in 
the theatre advertising field (Alexander Film Co., 
A. V. Cauger Service, Inc., Motion Picture Ad- 
vertising Service Co., Inc. Reid H. Ray Film 
Industries, Inc., and United Film Service, Inc., 
will gross some $25,000,000 this year. This repre- 
sents the theatre advertising of some 100 national 
advertisers and a good many thousands of local 
firms. 

General Screen represents the national sales of 
Alexander, Cauger and Reid H. Ray; the Movie 


(CONTINUED ON PAGE SIXTY-SIX) 


WHAT D’YA MEAN 
IT CAN’T BE DONE? 
IF IT’S A FILM PROBLEM .... 
WE CAN LICK IT. 


DISTINGUISHED 
MOTION PICTURES 
FOR INDUSTRY 
AND TELEVISION 


723 SEVENTH AVENUE + NEW YORK 19, N.Y. © PLAZA 7-8144_ 
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Motion Picture G TV Film Production 


EQUIPMENT 


—for all cameras — 


Auricon-Pro . . . Maurer. . . 

Cinevoice .. . Cine Special... 

Filmo ... Bolex ... . Eyemo . . . with 

magatine & motor . . Arriflies 16... 

Arriflex . . . all still cameras . . . view 
cameras. 

A BRAND-NEW, MODERN TRIPOD .. . pre 


cision engineered and designed, ruggediy con- 
structed for long and satisfactory service. 


SUPER-SMOOTH, 
head 

# TELESCOPING, two position, offset panhandle, 
for adjustability to your length requirements, 
left or right hand use; offset for greatest 
comfort and convenience. 

KNURLED comera-tightening 
operated by angle 
maximum tightening 

# PRECISION ENGINEERED positive pan & tilt 
locks for utmost in rigidity and safety. 

# SUPERB, SEASONED, solid hardwood legs, fin 
ished for smooth, non-sticking telescoping ac 
tion 

# REMOVABLE friction head for easy mounting 
on beby tripod or hi-hat 

SPRING-BALANCED HEAD, adjusted to your 


camera available at extra cost 


fluid friction pan and tilt 


knob 
gears for 


externally 
furnble-free, 


HEIGHT: 41” to 76” 460° pan; 9° tilt. 
FINEST WORKMANSHIP AND MATERIALS 


YEAR UNCONDITIONAL GUARANTEE... 


F & B SPLIT REELS 


TIME - SPACE 


SAVE WEAR & TEAR 


ON 16mm PRINTS. 


ELIMINATE COSTLY TITEWINDS 


NOW-—You can Project, Edit, Inspect, 
Synchronize, Measure, Clean, and Store 
lé6mm films on cores, without rewinding. 


Simply open split reel, slip in film on 
core, and close reel. 


400 ft. split reel—l6mm..... $4.50 
800 ft. split reel—l6mm..... 6.00 
1200 ft. split reel—l6mm..... 7.50 


1600 ft. split reel—l6mm..... 9.00 
(Professional & Educational Discounts) 


F& B USED EQUIPMENT 


Always in stock THOUSANDS OF ITEMS 

. Cameras, projectors, lenses, accessories, 
rewinds, splicers, synchronizers, editing, lightin 
and laboratory equipment AL A 
REASONAGBLE PRICES. We are always giad to 


quote lowest posible prices for specific items 


MADE IN U.S.A. 
List Price... $135.00 
Fibre Carrying Case $20.00 
Available Direct or ot Your Dealer 


CAMERA SLATE 


psticks 


CORRECTLY DESIGNED... 
Endorsed by Leading Producers 


@ Easily eraseable 


slate finish 
@ Sharp-sounding hardw 
@ Permanent k 


od clapsticks 


reened etters 


@ Supply of specia justiess chalk 

Model 1—Medium 9x11" Size ... $5.00 
(IMustrated) 

Model 2——Lerge 11x14" Size .... $8.75 


FACTS ABOUT F & B 


@ CANNOT BE UNDERSOLD ... FB 
rices are always the lowest in the industry. 
aximum discounts cheerfully granted when- 

ever posible 


@ FE CARRIES A COMPLETE STOCK... 
Everything in new and used equipment for 
roduction, projection, processing, record. 
ing, ed'ting, distribution, etc. FAB is agent 
for all major manufacturers 


@ OFFERS AN IRONCLAD GUARANTEE 

Nothing sold “as is Every item sold 
carries a 100% money back guarantee. 
P&8 WANTS YOUR ACCOUNT... 
credit 
service 


Your 
is good at FAB. You will receive top 
courtesy and reliability when you 


deal with Fas 


FLORMAN & BABB. 


70 West 45th Street, New York 19, N.Y. 


| dh Phone: Murray Hill 2-292 
Cable Address — FLORBABB, N. Y. 


| Wednesday noon, July 27. 


| at the 


NAVA Directors Map Busy 1955, 
Eight New Members Accepted 


* A general program on behalf of 
the audio-visual industry will be 
conducted by a new public relations 
committee to be initiated by the 
National Audio-Visual 
in 1955, according to an announce- 
ment by Jack E. NAVA 
president, following the annual fall 
meeting of the 
in the Hotel 
October 15-16. 
Eight new dealer and advisory 
members were approved by the di- 
rectors, during the Four 
applications for membership were 
tabled 
meeting for 
Approval of 
members brings the or- 
ganization’s paid-up membership to 
393 dealer and 166 advisory mem- 
bers, an all-time high. 
1955 NAVA Con- 
vention & Trade Show were discus- 
the convention will open on 
Sunday, July 24, 1955, with a morn- 
ing church service and will close 
The 1955 
and 1956 conventions will be held 
Hotel Sherman in Chicago. 
At the 1955 convention, the policy 
of two without 
sales meetings will be continued, A 
point system again will be used in 
allocating exhibit booth locations. 


Association 
Lewis, 


board of directors 


Sherman, Chicago, 


meeting. 


disapproved and two were 
until the next board 
further investigation. 
these new 


Plans for the 


sed: 


“open afternoons” 


Achievements of state and_re- 
gional dealer associations were re- 
viewed and it was decided to sup- 
port these groups 
way.” 


“in every possible 
and regional asso- 
NAVA 
hopes to aid in the formation of 10 
more during the coming year. 


Ten state 
ciations now are in existence. 


U.S. Motion Picture Equipment 
Exports Show Gains in ‘54 

* Exports of motion picture films 
and equipment for the 


President Jack Lewis of NAVA (left) pre- 


sents honor plaque to W. A. Moen. 


NAVA Honors Wally Moen as First 
Chairman of Advisory Committee 

* W. A. Moen, assistant vice-presi- 
dent of the Bell & Howell Company, 
Chicago received engraved 
plaque at a special reception, Octo- 
ber 15, during a meeting of the 
National Audio-Visual Association's 
board of directors. The honor was 
in recognition of his work as first 
chairman of the Advisory Members’ 
Committee, which represents manu- 
facturers, producers and other ad- 
visory members on the NAVA 
board. 

Presented by NAVA _ president 
Jack Lewis, the plaque read: “Pre- 
sented to W. A. Moen, First Chair- 
man, Advisory Members’ Commit- 
tee, National Audio-Visual Associa- 
tion, in appreciation of his service 
to the Association and the audio-vis- 
ual industry. 


American Heritage Award is 
Presented Van Praag Productions 

* The American Heritage Founda- 
tion has presented a Special Award 

» Van Praag Productions for its 
contribution to the 1954 Crusade 
for Freedom campaign. 

Van Praag’s part in the cam- 
paign was the production of ten 
appeal commercials for television 
use, featuring Bing Crosby, Dave 
Garroway, Ed Sullivan, Art Link- 
letter and others. 


first six months of 1954 
totaled $18,457,874. a 
gain of almost 30 per 
cent the similar 
period of 1953, accord- 
ing to the November 
report of the U.S. De- 
partment of Commerce. 

Exports of l6mm 
sound projectors total 
4,348 in the first half 
of °54 against 3,563 for 
the 1953 period, 
Sereens valued at $1,- 
015,905 were exported, 
against a ‘53 total of 
$233,371. Other items 


showed similar gains. 


over 


There's no trick’ to producing fine 


TYPE TITLES 


It just takes the knowledge gained through 
years of experience . . . and the ability not 
only to “set type’ but to interpret ideas 
and convert those ideas into a typographic 
picture. All our craftsmen have that ability ! 


The Knight Studio 


159 E. Chicago Avenue - Chicago 11, Illinois 


BUSINESS SCREEN MAGAZINE 


|, 

| 

if 

2 

ts 

18 


‘Public | 
Relations Pictures b y Audic 
io. 


“TE 
LEPHONE ARSENAL” 
of a great the manufacturing 


OUR PART OF THE COUNTRY” 25 mins. 
Institutional picture on the services of a great 
ties system, with individual versions for each of 
inte gi ated companies and a special 12-minute ver- 


schools 


“IN 


util 
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n 


s 


20 mins. 


the civic respor 
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s 


mns. 
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25 mins 
nm today and the 
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PHONEN probe. of 
soluti< throug Phonevis® 


possible 


R EVERYBODY” 10 mins. 
nd few of us 


he fuel everyone uses @ 


“GASOLINE FO 
Facts about t 


know. 


. AND MA 
wan Tel. & T vy OTHERS for such sponsor 
el., American Gas & Electri as Amer 
ny \N ors, Pennsylvania Railroad, T Corp 
D) MANY OTHERS ad, The Texas Com 


wa 


ye 
dio Productions, Inc 


FILM CENTER 
EPHONE Plaza 7-0760 


Frank K. Speide 
Presid 
Pr ent Herman 
oducer-Directors: 1. S. Bennetts Roessle, Vice President * P. J. M 
cret 
Alexander Gonsell Louis A. W. Fen, Teceurer 
Harold R. Lipman H. E. Mandell 
Earl Peirce 


TECHNICAL TRAINING - FARM - EDUCATIONAL MEDICAL... 
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show them on a Nv 


a-Lite 


tured by the camera. 


Best for 3-0, but ite silver surface is spe 
clally engineered se you con use it for 2-0 
@s welll The One screen thet can do justice 
te your 3-D slides and movies 


$3]95 $3,785 


Trade Mork 


Da-Lite 


“PUSH-BUTTON” 


The White Magic gloss-beeded screen 
thet gives 2-0 slides and movies depth 
and true-to-life brilliance! Compere it 
with any other 2-D screen mode, and 
you'll choose the Challenger 


PERFECTION IN PROJECTION SINCE 1909 


the world’s only High-Fidelity* 
“PUSH-BUTTON’ PROJECTION SCREENS 


*Color, like sound, also vibrates; and only a screen built to high-fidelity 
standards can reproduce these vibrations the way they were when cap- 


Da-Lite 


“PUSH-BUTTON” LO’ 
3-Way 


to 48° from floor 
for larger audiences 


SET IT LOW 
from off the 
floor for smaller 

audiences 


OR HANG IT 
remove from 50” x 50” 
triped and 

$3525 


in minutes 


$O EASY TO SET UP, THEY MAKE 
ALL OTHER SCREENS OBSOLETE! 
wt» 

1 Hold screen ver- 
tically above floor 
. touch “Push- 


Button” at goose- 
neck 


2 Extension rod 
pops up... . legs 
glide open... 


3 Swing to horizon- 
tal position, hook 
and raise to de- 
sired setting. 


FREE! “Better Audio-Visual.Planning.” Tells how to 


get more thrilling brilliance in slides, movies. 
MAIL COUPON TO: Da-Lite Screen Co., Inc. 
2703 North Pulaski Rd., Chicago 39, Illinois 
Send my copy of “Better Audio-Visual Planning.” 
Name 
Company ................ 


Title 


Address 


MRIA Subcommittees Look to 

Magnetic Recording Standards 

* Magnetic recording standardiza- 
tion problems are being studied by 
four subcommittees set up by the 
Standards and Engineering Commit- 
tee of the Magnetic Recording In- 
dustries Association at its second 
annual meeting, October 15, in the 
Hotel New Yorker, New York City. 

The subcommittees, headed by 
Robert Leon of Brush Development 
Corp., have been asked to report 
recommendations by the first of the 
year. Problems under study are the 
general order of procedure to be 
adopted in setting standards and 
cooperation with allied organiza- 
tions; a preliminary survey of play- 
back standards for all tape speeds; 
review of the status of dimensional 
specifications, tape and reels; and 
investigation of the preparation of 
standards on head and track place- 
ments. 

Activities of other MRIA com- 
mittees include planning panel meet- 
ings to educate groups interested in 
magnetic recording, compiling sta- 
tistical information about sales of 
tape and machines for members, and 
the study of applicable freight rates 
for various components. 

Subcommittee chairmen are C. J. 
LeBel of Audio Devices, Inc., Rus- 
sell Tinkham of Ampex Electric 
Corp., Arnold Hultgren of American 
Molded Plastics Corp., and Clarence 
Sprosty of Brush Development. 
Robert Saicheck of Ampro Corp. is 
heading public relations. Jack Skin- 
ner of Armour Research Institute 
and Hultgren are in charge of the 
market research committee. 

RKO-Pathe’s Air Force Film 
* RKO Parne has completed a 
nine-reel feature for the U.S. Air 
Force titled Air Cruise Control for 
Jet Aircraft. 


BUSINESS OPPORTUNITY 


Owner-Producer, with $80,000 
package of professional 16MM 
equipment, seeks partnership 
or corporate union for produc- 
tion of non-theatrical films in 
sound market area. 

A desirable opportunity for 
outstanding management, 
sales, and creative talent to 
join with owner’s skill and fa- 
cilities in the establishment of 
a profitable operation. 

For particulars or confer- 
ence appointment write: 


Box 54-7A 
BUSINESS SCREEN 


7064 Sheridan Rd. Chicago 26 
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about our latest production for E. I. du Pont de Nemours & Company and 
the United States Chamber of Commerce .. . 


“It took a lot of courage for the Chamber of Commerce of the U. 8. to join hands with E. 1. du Pont and tackle the old theme again. 
... The 22-minute film, with original music, was produced by John Sutherland... 


“One great feature sets ‘It’s Everybody's Business’ apart from its predecessors: The picture doesn’t build management up into a 
grotesque, formidable institution .. . 


“The sudden, bright suggestion that industrial leaders are human, that factories have feelings, that the problems of big business 
are not unlike the problems of the individual employee is helpful—and illuminating .. . 


“The film has great uses—probably more among school children than among mature workers whose opinions are long since 
molded. Wherever it goes, however, it is going to make friends.” —Advertising Age 


“By coating the economic facts of life with humor and verve seldom found outside Hollywood’s entertainment cartoons, John 


Sutherland (who produced the film for the U. 8. Chamber of Commerce in cooperation with E.1.du Pont de Nemours & Company ) 
has created perhaps the outstanding picture of its particular class. 


“Since the film translates such intangibles as the functions of advertising, profits, investment, and productivity into pictorial 
terms, without neglecting the everyday life of the man on the assembly line, it should appeal to audiences as varied as 


America itself.” —Dun’s Review and Modern Industry 


Cut eland . 404 FOURTH AVE. NEW YORK 16. NEW YORK 


PRODUCTIONS, INC. 201 NO. OCCIDENTAL BLVD. LOS ANGELES 26. CALIFORNIA 
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walking 


Tight scheduling 
resent pro- 


to, 


with Cineffects’ multi- 


on yor 


ductions? No 


department facilities 

to help your scheduling 

problems. Our well-integrated art, 
lettering, animation and optical 
departments make it possible for you 
to receive unbelievably fast service 
of the finest quality. 

So, remember ..... whether in black 
& white, or color, 35mm or 16mm, 
your current production can 
benefit by the unlimited technical & 


creative sources at Cineffects. 


| 


| dustry firms. 


Camera Eye 


EDITORIAL NOTES AND COMMENT 
ABOUT PEOPLE AND PRODUCTION 


* The TV Film Directors Associa- 
tion meeting in Boston last month 
agreed that most of the blame of 
bad print condition can be pointed 
to TV stations themselves and not 
wholly to the film distributors. With 
more care in preparing film for 
transmission on the stations’ part, 
and less usage per print by the dis- 
tributor, this annoying situation 
would soon clear itself up. 

William Cooper, acting chairman 
of the new organization, pointed out 
that one of the aims of this group 
is standardization of film operation 
procedures. The organization set 
forth within its present membership 
a group of standards that would in- 
sure better film practices within the 
industry. 

Until more stations join in the 
plan and can attend discussion 
meetings, the group feels that little 
can be done to correct present un- 
orthodox practices either by stations 
or film distributors. 


Those TV Audience Figures 

* Latest to join the parade of wish- 
ful thinkers in estimating televi- 
sion audiences is the National As- 
sociation of Engine and Boat Manu- 
facturers. The association reports 
that its five quarter-hour films on 
boating in the Water World series 
have been shown 110 times to 
“more than 32 million TV sets.” 

These films are good, audience- 
enticing fare, but we wonder how 
many of the “sets” were turned to 
the right station, or even turned 
on? Who knows? 

Actually, it is surprising that the 
five films have been shown only 
22 times apiece, on average. Most 
“non-brand-name-pushing”  “semi- 
non-commercial” subjects of such 
an interesting nature as boating 
should do much better than that. 


Caterpillar Previews 

“The Perfect Crime” 

* The Caterpillar Trac- 
tor Co. is following the 
success of its construc- 
tion safety film The 
Gamblers with another | 
2014-minute sound- 
color film The Perfect 
Crime. The new film, 
produced by the Calvin | 
Co., is now available 

for free loan showings | 
among construction in- 


BULL'S EYE EVERY TIME! 


Entries Open for Fiaherty Award 
*Competition for the Sixth Annual 
Robert J. Flaherty Award is now 
open. The Award, named in honor 
of the late, famed documentary 
film producer, is presented for out- 
standing creative achievement in 
the production of documentary 
films. Last year’s winner was The 
Conquest of Everest, a British prod- 
uct. Past winners have included The 
Titan, The Quiet One, and Guer- 
nica. Decisions of judges will be 
announced January 14th. For in- 
formation on entries, address Prof. 
Hans Richter, City College Institute 
of Film Technique, C.C.N.Y., 17 
Lexington Avenue, New York. 


Two NFB Films Take Top Honors 
at International Festivals 

* Two motion pictures sponsored by 
the National Film Board of Canada 
won top honors at the International 
Film Festival of Durban. South 
Africa. First place was taken by 
Land of the Long Day. Corral won 
second place. 

Both films had scored previously: 
Corral won first documentary prize 
at the Venice Film Festival and 
Land of the Long Day was a 1954 
Golden Reel Award winner. The 
Ford Foundation has obtained tv 
rights to Corral for use on Omnibus. 
This film was produced for NFB by 
Colin Low. 


* * 


Julien Bryan Screens His 
Documentaries at Town Hall 
* Documentary fans in New York 
City have the opportunity to see 
22 Julien Bryan motion pictures- 
and Mr. Bryan, himself—at six 
Tuesday afternoon showings which 
started November 9 in Town Hall. 

The producer is presiding at the 
sessions from 5:30 to 7 PM. He 
discusses the story behind each film 
and, when possible, introduces the 
composer, director, photographer 
or artist most concerned with the 
success of a particular film. 

Black and white, color, animation 
(CONTINUED ON PAGE TWENTY-FOUR} 


Van praag productions 


1600 Broadway, New York 19, N. Y. © Plaza 7-2687 


PRODUCERS OF THEATRICAL, INDUSTRIAL AND TELEVISION FILMS 
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WITH THE 


NATIONAL Carbon 


TRADE-MARK 


Auditorium, Dartmouth College: Sereen Size~12 feet; 
projection throw—#4 feet; seating capacity —1000 


“WE'RE IMPRESSED with the brilliance and quality of light, particularly for 
color films . . .” says Dartmouth College Films Director, John B. Watson. 


IT’S 16MM CARBON-ARC PROJECTION he’s talking about—the only practical 


way to provide sharp, adequate screen light for 16mm showings to audiences of 
-F 100 or more persons. 


HERE’S ANOTHER OUTSTANDING EXAMPLE of visual education's coming-of- 
age via techniques and equipment of professional quality. Schools of all sizes, 
hospitals, religious and lay institutions, clubs, societies and a multitude of busi- 
ness organizations are now getting clearer, more compelling presentation of 
16mm-film subjects by this superior method. 


INVESTIGATE CARBON-ARC PROJECTION for educational, training and busi- 
ness films. You'll be as amazed by its economy as you are by the marked im- 
provement in picture quality it provides. Write to National Carbon Company 
or consult your projection-equipment supplier for details. 


The term “National” is a registered trade-mark of Union Carbide and Carbon Corporation 
NATIONAL CARBON COMPANY 


A Division of Union Carbide and Carbon Corporation + 30 East 42nd Street, New York 17, N.Y. 
Sales Offices: Atianta, Chicago, Dallas, Kansas City, New York, Pittsburgh, San Francisco 
In CANADA: Union Carbide Canada Limited, Toronto 
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The Finest in Slidefilm Equipment By... 


Outstanding Contemporary Styling 
@ INCREASED ILLUMINATION e HIGH QUALITY SOUND 
e LIGHT IN WEIGHT 


e RUGGED, QUIET FILM 
ADVANCE 


@ COATED LENS 


@ PUSILIN THREADING 


EXPERIENCE IS IMPORTANT: 


A new dimension — sound — was added to slidefilms 
when Hlustravox introduced the first sound slidefilm 
machines in 1933. Many thousands have been pro- 
duced since then, 


This experience coupled with advances in electronics 
and optics has resulted in an outstanding new design. 


Automatic and manual models are now in full pro- 
duction. Write for complete information, 


“THE OLDEST NAME IN 
SOUND SLIDEFILM EQUIPMENT” 


ILLUSTRAVOX DIVISION 


Ekectro Engineering & Mig. ©. 


627 WEST ALEXANDRINE * DETROIT 1, MICHIGAN 
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CAMERA 


(CONTINUED FROM PAGE 22) 
and special techniques as they have 
_ been employed for a broad range of 
\subjects are featured in the series. 

Amp'e evidence of Mr. Bryan's 
expertness, the product of 20 years 


experience, is being screened in 
such acclaimed films on peoples as 
Family, Scottish Coa! 
Miner, Pacific Island, and Bolivia, 
ithe latter narrated by Jose Ferrer. 
Social studies programmed include 


Japanese 


Boundary Lines, animation on prej- 
judice; Fear of Children, a psychi- 
examination of the normal 
family, and Three Steps to Start 


atric 


the democratic process in a small 
jtown. Among color films are Wil- 
\liamsburg Restored. Diesel Race 


| Program details and series tickets 
‘at $6.00 may be obtained by writ- 
}ing or phoning Town Hall, 123 W. 
| 43rd Street, New York 36, N. Y. 
(Luxemburg 2-2421.) Single tickets 
will be available. 

Safety Congress Delegates 
“Star’’ with Foreman O'Grady 
* Many of the delegates attending 
the 35th National Safety Congress 


and Exhibition in Chicago, during 
October 18 to 22. 
in the new National Safety Council 
film, All Out jor Safety. 

These photo- 
graphed during last year’s conven- 


saw themselves 


delegates were 


tion and “co-star” with that neme- 
sis of industrial mishap, Gustave G. 
O'Grady. The 12-minute film, pro- 
duced by Sarra, Inc., is a documen- 
tarv on the annual gathering of men 


and women in the safety field. Per- 


Camera crew moves into exhibit hal! at 
National Safety Congress to get coverage 
for “All Out for Safety" new Safety 
Council film. 

sonnel from the U.S., Canada, 
Mexico, and other countries are 


among those who were able to see 
their faces on the screen. 

In All Out for Safety, O'Grady 
(played by Jim Dexter) packs his 
foreman responsibilities in an over- 
night bag as he becomes one of the 
safety delegates. For the education 
of those unable to attend the safety 
session, O'Grady takes the audience 
through many of the meetings, ex- 
hibits and other 
characterize each 


which 
Safety 


activities 
annual 
Congress. 

Like his fellow delegates, O'Grady 
swaps safety ideas, gets first hand 
many of the accident 
situations which trouble industrial 
supervisors and safety people every- 
where. The NSC film includes in- 
dustrial 


answers to 


various 
aspects of safety and safety training. 
In addition to All Out fer Safety, 
Sarra, Inc, previously has produced 
four O'Grady films on specific safety 
problems and their solutions. All of 
these films, designed for supervisory 
training, are available through the 
National Safety Council, 425 N. 
Michigan Ave., Chicago 11, IIL. 


scenes covering 


Actor Jim Dexter (holding booklet) mixes with Safety Congress delegates. 
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the story of vending 
as told by Sarra 


This handsome, full color motion picture, 
produced by Sarra for the National Auto- 
matic Merchandising Association, vividly 
illustrates how well the giant vending 

industry is serving the American public. 


Through many location shots and pointed 
narration by Westbrook Van Voorhees, the 
importance of automatic selling in 

the U. S. economic scheme of things is 
dramatically stressed. 


Audience interest is stimulated throughout 
by the use of such well-known perscnali- 
ties as Herb Shriner, Dennis James, 

Polly Bergen, Eddie Fisher, Charles Farrell 
and Gale Storm. 


The film does a double job as it is 
planned for public viewing and television 
presentation. 


If you have a story to tell, why not 
let Sarra tell it for you, 
and in the most powerful way? 


Remember, Sarra always shoots to sell. 
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346 NEW SELECTIONS 


have 
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variety. 
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German Trade Journalists View 
U.S. Sponsored Film Methods 

* American film sponsorship made 
la strong impression on 10 editors 
and advertising managers of lead- 
ing German trade journals who 
visited national headquarters of 
Modern Talking Picture Service. 
Inc., in New York on October 22. 

The German representatives came 
to this country under the auspices 
of the United States’ Foreign Opera- 
tions Administration which is con- 
ducting a program of mutual co- 
operation. They were the first of the 
visiting groups to specifically re- 
quest to see the workings of spon- 
sored film distribution. 

There is no counterpart of MTPS 
in Germany, members of the group 
said. They expressed awe at the 
wide adoption by American indus- 
_try of the sponsored film as a basic 
part of public relations, advertising, 
and merchandising. 

Accompanied by Vernon Greene, 


BG Library 


Library of Mood 
an incompa rable 
duction, of vary~ 


pe as well as quality and 


chestra up to 60 oe 
i tracte 
bscribers, who 
approximately 40 
r 100 sides avail- 


The new BG Lib 


related fields. 


ducers of Industrial F 
most 500 different se 
a variety o 
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industrial sound films 
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pall Our flexible 


tunity! 
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ele or the complete 
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TV producers, 
ilms are 
lections compos 


et subscrib 
service plans 
obtained on the 


ber of recordings tn 


and all requirements tn 
s, Colleges, Pro- 


d to cover any 

Radio and TV Station 
offered a music collec 

ee -d of Openings, Closings, r 8 

incidental music for im 


{ different kinescopes, newsreels, 


telecasts, 

and slidefilms. 

ary, here is YOUR va pvt 

-down- 

use’ arrangement, 


for the use of any num™ 
a total sum ona 


ed to the BG Libr 


Library on 


ilable, 
Library is avatta 
a r of productions, against 


'manager of the FOA project, the 
|German publicists were conducted 
on the tour of Modern by Frank H. 
Arlinghaus, president of the com- 
pany. 

| The Germans learned how spon- 
sored films are promoted and dis- 
|tributed to 16mm audiences, tele- 
| vision stations, theatres, and road 
shows by Modern in the United 
States. They were interested in the 
IBM systems established at Modern 
for keeping detailed records of activ- 
and in other specialized tech- 


yearly basis. 


More than ever before, 


become an indis pensible 


be judge and critic 


We invite your 
i s bes 
then submit suggestions 


HR: rw 


the BG Library of Mood 
MUST in the field of bac 
- try it yourself! 

telling us your 
adapted to your ne 


niques of distribution. 


and Bridge Music has | 

kground music. You Wondsels Greet New Heir 

* A new member joined the firm 
of Sound Masters, Inc. on October 
16th. Harold E. Wondsel, Jr. is 
the new arrival. His father, presi- 
dent of Sound Masters, proudly 
Sincerely yours, states Harold Jr.'s qualifications 


at 5 lbs., 10 


t 

pons How to Meat the Public: 

* Every seven minutes, night and 
day, some one sees an Armour Com- 
pany film. The total number of view- 
ers of these films now is more than 
| 3,500,000. At least 74 different tv 
stations have shown Armour films. 


can 
equirements, So that we cé 


eds. 


Herbert Rosen 
AU DIO-MAST ER CORP. 
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A DECEMBER EVENT! THE 
* Enlarged and re-checked for completeness and ac- 
curacy, the long-awaited 1955 Audio-Visual Equip- 
ment Buyer's Guide will be a featured part of your 
next issue of Business Screen! Containing over 200 
illustrations, this comprehensive listing provides data 


iddress Advertising Orders and Extra Copy Requests Today to- 


BUSINESS SCREEN MAGAZINE ¢ 7064 SHERIDAN ROAD ¢ CHICAGO 26. ILLINOIS 


1955 AUDIO-VISUAL EQUIPMENT BUYER’S GUIDE 


Printers gf Distinctive Hot-press 


TYPE TITLES 


Since 1938 


on all recognized lines of projection and sound 
reproduction equipment, screens and essential acces- 
sories. Designed to meet needs of purchasing 
agents and audio-visual directors in business, educa- 
tion and government. Extra copies only $1.00 each. 


Knight Title Service 
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HE new Craig Projecto-Editor 
can be set up on a table top in 60 
seconds to show movies in brilliant 
action—without darkening the room. 


You can now show movies in any 
room with a minimum of fuss or 
bother, You can preview and dis- 
cuss films prior to showing before 
larger groups. You can edit films 
for showing to different student or 
personnel groups. You can present 
a technical or sales motion picture 
story right at your customer’s desk. 
All this— any place—at any hour. 

And with the Craig Projecto-Edi- 
tor you can create slow or fast 
motion effects. You can re-run in- 
dividual scenes repeatedly. Convec- 


tion cooling permits frame by frame 
examination without harm to film. 
And for film editing or emergency 
repairs, splicer and film cement are 


always handy. © 1954, The Kalart Co. 


SHOW MOTION PICTURES 
THIS NEW TABLE-TOP WAY 
with New CRAIG Projecto-Editor 


Table Viewer 
with large 
3%" x screen 
shows movies 
large enough 
small groups. 


EASY TO CARRY 


Complete unit folds into Carrying Case no 
larger than table model radio. Weighs only 
10% pounds. 

Models for 8mm or 16mm (400’ reel capac- 
ity) complete with Carrying Case — only 


$79.50. 


Craig Professional Unit for reels to 2000’ 
capacity. Price complete, as shown, $79.50. 
Viewer only, $49.50. Write for illustrated 
Catalog No. 


DIVISION OF 


KALART 


PLAINVILLE. CONNECTICUT 


NE of the most vital problems 
now facing business leaders 


communications—will be clinically 


| appraised by a panel of New York 


business men on Tuesday, Novem- 


ber 16th. at the Hotel Biltmore in 


New York. Called the “Day of Vis 
ual the 
session is expected to attract key 


Presentation,” workshop 


men in the fields of advertising, sell- 
ing, promotion, sales training and 


public relations, all of whom mos! 
successfully project information and 
ideas to others. 

The “day” will be conducted by 
National Visual Presentation 
New York, a 


organization 


Asso- 
ciation, Ine., 


profit 


non- 
composed of 
users and producers of visual pre- 
sentations. Several “outstanding 
leaders in well-known, national or- 
ganizations” will conduct four “why, 
when and how” workshops during 
the day-long meeting. Among them: 

H. L. Vanderford, manager, film 
production, American Telephone & 
Telegraph Co.; John Doscher, sales 
presentation manager, Life Maga- 
zine: James A. Shellenberger, di- 
rector of sales promotion, Ladies 
Home Journal; Michael Keith, sales 
promotion manager, Philip Morris 
& Co. Lid., Ine. 


Workshops on All Media 

Workshops are to embrace the 
visual fields of 
sound slidefilms. printed presenta- 


motion pictures, 
tions and special devices, such as 
exhibits, mock-ups, cut-away models, 
ete, 

The day’s keynote speaker is Sid- 
ney Edlund, Sidney Edlund & Co., 
founder of NVPA. Luncheon speak- 
er is Fen K. Doscher, vice president 
in charge of sales, Lily Tulip Cup 
Corp., New York. 

According to NVPA’s plans for 
the “day”, 
of visual presentations will conduct 
the informal workshop discussions 
from the point of view of their pro- 


specialists in all phases 


fessional experience. There will be 
actual demonstrations of visual tech- 
and 


niques question-and-answer 


periods. 


Shift from Verbal to Visual 

According to Walter E. Brunauer, 
president of the group and director 
of sales personnel development, Lily 
Tulip Cup Corp., “The Day of Vis- 
ual Presentation has come about be- 
cause of the pronounced shift from 
the verbal to the visual on all sides 
of business communication. It can 
be seen in the increased emphasis 
being placed on packaging and dis- 
plays in super markets and depart- 


York Business Group Holds Communication 
Clinic During of Visual Presentation”’ 


ment stores. and in the current em- 
phasis on charts, graphs and films 
in the fields of education and sell- 
ing.” 

Visitors will have an opportunity 
to participate in at least two of the 
workshops held during the day, and 
will be kit” at 
registration time, 8:30 to 9:15 Tues- 
day morning. The day will conclude 
with refreshments and a summary 
by four workshop moderators. 

The National Visual Presentation 
Association regularly 
with the Sales Executive Club of 
New York in sponsoring annual 
awards for the best visual selling 
presentations in 


issued a “visual 


collaborates 


motion pictures, 
sound slidefilms, filmstrips, ete. 


Jet Jockey J. McWilliams Stone received 
his "JJ" diploma after 600mph flight at 
Florida base. 


Armed Forces Have Picked Up 
Industrial Cadence Says Stone 

* “Excellent working rapport be- 
tween the armed forces and U.S. 
industry,” was reported by J. Me- 
Williams Stone, president of the Du- 
Kane Corporation, who recently 
toured military bases. The head of 
the St. Charles, Ill. electronics firm 
said he was highly impressed by the 
businesslike attitude, precision work- 
manship and technical skills of the 
armed forces. 

Mr. Stone is a trustee of the Na- 
tional Security Industrial Associa- 
tion whose 600 members employ 
more than a third of the nation’s 
industrial force. He noted the Asso- 
ciation’s citation of President Eisen- 
hower for his role im fostering liai- 
son and better understanding be- 
tween industry and the U.S. De- 
partment of Defense. 

As a member of the 19th Joint 
Civilian Orientation Conference, 
held October 9th to 14th, Mr. Stone 
joined other business and _profes- 
sional visiting army, 
navy, marine corps, and air force 
installations to see how the tax dol- 
lar is for national defense. 


leaders in 
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Top Business Men who know 
y: 


Sa | 
Fairbanks 


—— 


CAESARS 
PRESIDENT ti 
THE GREYHOUNGE 
CORPORATICN 


“AMERICA FOR ME,” produced for the Greyhound Corp. by Jerry 
Fairbanks, is the perfect example of using superior production facilities 
and experience to turn out better movies. Filmed in 16 different locations 
from Florida’s Keys to Lake Louise, using Fairbanks’ own mobile units 
and camera plane, this Technicolor story was so well done that Warner Hi 
Bros. gave it an added plus by releasing it to some 12,000 theatres in 
addition to Greyhound’s huge commercial exhibition schedule. It will 
now be seen by many millions more via television, All America, and the 
rest of the world, too, can be for you when you order a movie made by 


OF CALIFORNIA ~~ 


6052 SUNSET BOULEVARD TEL. HO.itvwooo 2-1101 
HOLLYWOOD 286, CALIFORNIA 


520 NO. MICHIGAN AVE, TEL. 4-0196 
CHICAGO, ILLINOIS 


THEATRICAL, COMMERCIAL AND TELEVISION MOTION PICTURES 


ag! 
qd 
k | 
we nave pee™ apie *° ® every print oi 
4 \ goo" and une mary repor™® we nave 


exceptions! ment 
Rive y 

the BiG PICTURE 
this land and it 


Ople 


of many reasons 


EFFECTIVE PROMOTION: Planned campaigns « Selected audi- 
ence « Maximum controlled distribution. 


why Modern leads 
in sponsored film 
distribution 


For more than 20 years Modern Talking Picture Service 
has devoted its energies exclusively to the development 


PROFESSIONAL FILM CARE: Electronic Inspect-O-Film « Cap- and accomplishment of sponsored film distribution. 
able personnel e Top print condition e Satisfied film users. 


Acting for the sponsor, Modern relates the purpose of the 
film program to the interests of the audience to obtain 
showings that will result in attainment of the over-all 


objective. 


Singleness of purpose, efficient organization, and years 

of experience are combined in Modern to make sure 

that each film program is successfully presented through 
any or all of four channels of distribution opportunity. 


PRECISE CONTROLS: IBM accuracy e« Comprehensive per- 
formance reports e Audience and market analysis. 


16mm Audiences 


Television 
Motion Picture Theatres 


Rural Roadshows 


You can receive additional information about Modern’s 
services by phoning or writing any of the offices listed below 


ACCESSIBILITY: Closer audience contact « Rapid print move- 
ment e Less transportation cost. 


MODERN TALKING PICTURE 


28 film libraries strategically located 


Atlanta Ga Cleveland 14,0 Kansas City 5, Mo Oakland 9, Calif Rockefeller 956 
Boston 16, Mass Datlas 1, Tex Los Angeles 7, Calif Omaha 2, Nebr 45 

Hulfalo Denver 9, Colo Memphis 7, Tena Philadelphia 7, Pa : 
Cedar Rapids, te Detroit 1, Mich Milwaukee 3, Wise Pittsburgh 22, Pa 

Charlotte 6. N C Harrisbure, Pa Minneapolis 2, Minn St. Louis 5, Mo 


Chicago Houston 2, Tex New Orleans 12, La Seattle 5. Wash CHIC A ‘ 
Cincinnati 2, 0. Indianapolis 4, Ind New York 20,N.Y Washington 5, D. C, 5 “ANGELES. 
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EDITORIAL 


NOTES AND COMMENTS 


ight off the Reel 


New York's Film Council 
Delegation is Heard From 


* Our recent critical comments on 
the baffling arrangements for the 
1955 American Film Assembly in 
New York have been strongly pro- 
tested by the Executive Committee 
of the New York Film Council. 
Although our criticism wasn’t di- 
rected at this group, its members 
have to the defense of the 
Film Council of America. 

If space permits, we will certainly 
print all these warm comments in 
the next available issue but mean- 
while we give you the most im- 
portant point of issue, anent ou 
comments concerning the unnamed 
jurors for the Golden Reel Awards 
and we quote: 


risen 


Notes Re-Organized Features 

“Two of the features on which the 
editor expressed himself strongly 
have been thoroughly re-organized. 
and he could have checked this be- 
fore making erroneous statements. 
Judging this year will be done by a 
carefully selected and screened set 
of jurors picked for each category 
well in advance. A Jurors Com- 
mittee is already at work suggesting 
applicants, whose qualifications must 
be approved by a central group of 
the Film Council of America before 
they are certified. The terms used 
by the editor in describing his idea 
of who the jurors will be are not 
only in bad taste but simply do not 
reflect the facts.” 

From this brief excerpt, you get 
the general idea. But the facts that 
remained unanswered should be 
carefully noted by sponsors who are 
now being solicited to contribute 
their funds and their films for 
participation in this l6mm version 
of the Hollywood Academy Awards. 

Privilege of a Free Press 

Now we sincerely admire many 
of these folks, particularly Mr. J. R. 
Bingham, president of the New York 
Film Council and the signer of our 
reprimand as head of its Executive 
Committee. But let's sum up our 
honest doubts about the merits of 
this affair, with particular emphasis 
on the key question of these award 
juries: 

1. The jurors of the Golden Reel 
Awards at Chicago included non- 
authoritative people in terms of the 
subject matter they were asked to 
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consider. Each jury was a mixture 
of producers, film salesmen, film 
“enthusiasts’’ from among the 
schools, club groups, welfare organi- 
zations, etc. 

The qualifications for jury serv- 
ice in 1955 are based on this broad 
definition: “actively engaged in or 
experienced in the criticism, utili- 
zation, programming or distribution 
of films.” Another broad 
qualification calls for jurors who 
are “actively engaged in or experi- 
enced in the actual production of 
16mm films.” 


Judging “Art” or Facts? 

These qualifications tend to dwarf 
the otherwise  salutory 
about subject matter 
which should be a major guiding 
principle in the selection of jurors 
for factual material 
such an event. 


statement 
experience 


submitted to 


2. No single juror has been pub- 
licly named as yet. Any person or 
compaay submitting films to such a 
contest and paying the $15 or $25 
admission price per title has a right 
to know the abilities and reputation 
of those who are going to sit in 
judgment on his works, 


Let's Wait for Answers 

We earnestly believe the search- 
ing light of editorial opinion must 
safeguard the real interests of film 
owners, 

So before this business gets too 
far along, let’s just have the follow- 
ing answers: 

Who are the members of the 
“Jurors Committee” and what are 
their qualifications? 

Who is going to serve on the film 
juries of some two-dozen subject 
matter categories ? 

We ain't mad at nobody. So just 
lay out the facts and we'll reflect 
them, as we must. 


Key DuMont Color Television 
Station Shows Business Films 
* A new weekly color television 
show Sunday Supplement was 
launched by WABD, New York City 
DuMont station in early November 
and sponsored motion pictures were 
its principal program fare. 

The Story of Colonel Drake, new 
29-minute American Petroleum In- 
stitute color film (reviewed in this 


issue): What Makes Us Tick? pro- 


1954 


duced by John Sutherland for the 
New York Stock Exchange and a 
California travel film were key seg- 
ments of the first color show. Ae- 
cording to Jim Caddigan, DuMont 
program director, this format will be 


continued. 


Industrial Film Production 
Gets Fresh Start in Japan 


* Western-style documentaries and 
industrial films are emerging in 
Japan thanks to 45-year old lan 
Mutsu, British-born son of a Japa- 
nese diplomat. Sponsored films pro- 
moting such Japanese industries as 
cotton spinning and shipbuilding 
have been turned out by units under 
Mutsu’s direction as well as two 
documentaries, Japan Awake and 
For the Four Freedoms. Both of the 
latter films are strongly pro-Allied. 

Most recent of his efforts is Meet 
the Watanabes, a story of Japanese 
family life and a training film on 
weapons operation for Japan’s Self- 
Defense Force. The news comes to 
us from DuPont Film representa: 
tives who understandably 
pleased with Mutsu’s exposure of 
more than 10,000 feet of their stock 
monthly during the Korean War 
coverage alone. His cameramen 
cover the Far East for foreign news- 
reel companies, all of which totals 
up to a really sizeable production 
operation. 


were 


Davis & Geck Award Goes to 
Wisconsin Dr. for Surgery Pix 


* This year’s Davis & Geck Cine 
Clinic Award plaque for film con- 
tribution to the postgraduate edu- 
cation of surgeons has been pre- 
sented to Dr. Erwin R. Schmidt, 
head of the surgery department of 
the University of Wisconsin Medical 
School. Dr. Schmidt received the 
honor for his production of Surgery 
of the Aged, a sound and color mo- 
tion picture featuring nine surgery 
cases with the indications for and 
the types of operations performed. 

Davis & Geck, Inc., a unit of 
American Cynamid Co., conducts a 
Cine Clinic Program annually in 
cooperation with the American Col- 
lege of Surgeons. The Wisconsin film 
was produced under Davis & Geck 
commission. 

* 
PICTURE STORY 
Worldwide interest in U.S. 

designed |6mm projectors 
was expressed last month 

by visit of Roy King, 

chief engineer of Pyrox,Ltd.,. 
Melbourne, Australia, 

(right) to Davenport, lowa 
headquarters of Victor 
Animatograph Corp., where 
he conferred with 

Sam G. Rose, president. 


CALENDAR OF EVENTS 
OF A-V INTEREST 


NOVEMBER 
November 29-30-December 1: 7th 
Annual National Public Relations 
Conference, Roosevelt Hotel, New 


York City 


DECEMBER 
December 31: Deadline for entry 
of instructional and art films in 
Seventh Festival of Contemporary 
Arts to be held at the | niversity of 
Illinois, March, 1955. To be eligible 
for competition, films must have 
been produced no earlier than Janu- 
ary 1, 1952. Write to 138 Lincoln 
Hall, University of Mlinois, Urbana, 
December 26-31: 121st meeting of 
the American Assn. for the Ad- 
vancement of Science, University of 
California, Berkeley, “Science Thea- 
tre” will and 
foreign films, noncommercial, Con- 


show new domestic 


tact Raymond L. Taylor, Assoc. 
Administrative Seeretary, AAAS, 
1515 Massachusetts Ave., N.W., 


Washington 5, D.C. 
FEBRUARY, 1955 


22: Annual Freedoms 
Foundation Awards, Valley Forge, 
Pennsylvania. Includes 16mm films. 


APRIL, 1955 

April 18-22: DAVI National Con- 
vention, Biltmore Hotel, Los An- 
geles. Audio-Visual Education As 
sociation will provide 


February 


tour of 


regional audio-visual facilities. 
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Auto Industry Premieres Its 1955 Mo 


Ford Announces New Models Via Colorful Cinemascope Films; G M 
to Show Styling Trends in 3-D Color as Competitive Year Begins 


HOWMANSHIP IN SELLING 
as well as the important area 
of styling, is playing a paramount 
role as the giants of the automobile 
industry launch the competitive 
struggle for their traditional shares 
of the 1955 new car and truck sales. 
Almost unheralded, but of vital 
importance in the battle of Detroit. 
have been the preceding months of 
intensive dealer training prepara- 
tion as well as the creation of 
dramatic new car and truck an- 
nouncement programs, many of 
them involving important films, by 
some of the stellar names in the 
business film production field, 

Motoramas and Cinemascope 

Within a few weeks, the spectacu- 
lar General Motors’ Motoramas are 
again expected to take the field. 
Already in preparation is GM's sec- 
ond entry in the 3-dimensional color 
film field, a top-flight production on 
styling by Raphael G. Wolff Studios. 

Cinemascope, the ever-dramatic 
wide-screen presentation, has al- 
ready made its second annual debut 
as the 1955 Ford passenger and 
truck lines were unveiled in this 
medium, 

As last year, the Ford wide sereen 
program was produced by Wilding 
Picture Productions, Ine. 

Thus 6400 dealers and countless 
thousands of their sales personnel 
witnessed the introduction of four 
new lines of 1955 Ford passenger 
cars on the enormous Cinemascop 
screen installations of major metro 
politan theatres in 33 U.S. cities 
last month. The Chicago showing 
for example, was held to a packed 
house at the Chicago Theatre. 
Dramatic Presentations Included 

The Oldsmobile Division of Gen 
eral Motors brought its dealers a 
musical extravaganza called “1,000 
and One!” which played six major 
U.S. cities, The cast of 35 singers 
and dancers included such Broad 
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way stars as Patty Ann Jackson 
(“Me and Juliet”) and Lois Bar- 
(“Oklahoma”). Sets 
designed by Jo Mielziner: dances 


rodin were 

were staged by Carol Haney. 
Dodge dealers coast-to-coast came. 

saw and were conquered, the sales 


This Month's Cover 


* The featured scene is not a 
55 car but out of Ford’s To- 
morrow Meets Today, where 
advance styling and engineer- 
ing lead to current models. 
You ll also reco gn ize a 
Chrysler scene at top of oppo- 
site page: other pictures 
show a Pathe lab technician 
whose work is described on 
page 40 and the LAVA regis- 
tration desk at recent N. Y. 


meeting (see pages 40, 41). 


stall hoped, by a similar musical- 
dramatic show entirely staged and 
directed by Wilding personnel. Two 
separate units covered dealer meet- 
ings across the land. 

In nearly all of the new car an- 
nouncement programs, colorful mo- 
tion pictures, skillfully produced to 
highlight important points about the 
product and to deliver memorable 
sales impressions, were key elements, 
\bsolute security prevailed during 
the production of these films and the 
unpublicized but even more signifi- 
cant visualized training tools pro- 
vided lor the dealer s salesmen and 
service personnel. 

The Editors of Business SCREEN 
are often chagrined to find that the 
most fascinating yarns about these 
visual tools are wrapped in com- 
plete secrecy by those who have most 
reason to feel proud of their con- 
tribution. The production last year 
of such materials and training of 
key personnel by The Jam Handy 


Organization for Buick undoubtedly 
made a vital contribution to that 
auto maker's unprecedented sales 
leadership through most of 1954, 
Films Serve Many Companies 
Lincoln-Mercury dealers were 
aided by product 
films: American Motors’ Rambler 
was a picture subject. And the cam- 
barely getting 
underway as early crowds of pros- 


announcement 


paigns were just 
peets gathered around dealer's sales- 
rooms to compare notes on their 
eventual choice of the exciting new 
models, 

15.000,000 cars were sold in the 
30 million auto- 
mobiles on the road today will be 
four years or older in 1955. This 


three vears: 


last figure certainly represents the 
prime 1955 target for U. S. auto 
makers. They were also going to be 
concerned about sales techniques for 
the continued movement of used cars 
to an ever-widening market. 

All these concerns are being trans- 
lated in record-breaking budgets for 
advertising sales 


tools of all kinds. 


Screen advertising, too, had its 


promotion 


place alongside television commer- 
cials in driving home straight sales 
messages in palatable form. Id 


dels 


National Steel Tells 
Story of Achievement 


Sponsor: National Steel Corp. 

Title: Achievement in Steel, 28 
min, color, produced by RKO 
Pathe, Inc. 

* Achievement in Steel is an over- 

view of the fifth largest steel pro- 

ducer, showing how its products are 
made, where they come from and 
the people who make up National 

Steel. 

Playing a prominent part is 
founder Ernest T. Weir, now 79 
years old and still active in the 
firm. It shows how his original 
company, organized in 1905, has 
grown to a giant with 30,000 em- 
ployees. 

Particularly impressive are scenes 
showing the production of molten 
steel, filmed in Eastman color. 

Achievement in Steel is available 
from the Institute of Visual Train- 
ing, 40 East 49th St.. New York 
City 17. 

Heart-Warming Tale 

of Aid to Crippled 

Sponsor: Institute for the Crippled 
and Disabled. 

Title: Three To Make Ready, 30 
min., color, produced by Campus 
Film Productions. 

* This film serves to show the im- 

portant and heart-warming work 

done in mending broken bodies at 

New York’s famous Institute for the 

Crippled and Disabled. 

Through several case histories the 
picture demonstrates how the Insti- 
tute staff succeeds in bringing new 
life to people who have been afflicted 
with such crippling diseases as polio, 
cerebral palsy or multiple sclerosis. 

Information about its availability 
may be obtained from the Institute 
at 23rd St. and First Ave., New 


York City 10. Va 


Ford's new sports car, the sleek Thunderbird (top of page} inspired styling 


of 


the new Fairlane model (below) premiered in Cinemascope. 
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Chrysler ‘99 Models Make 


Debut in Wide-Screen Shows 


Dramatic Announcement Film Is Produced for Dealers 


HE CHRYSLER DIVISION of 
the Chrysler Corporation made 
a solid bid for its traditional place 
in the competitive sales picture of 
the automobile industry in late 
October when the company’s 1955 
models with the “$100 Million Dol- 
lar Look” were unveiled at a na- 
tionwide series of 27 dealer meet- 
ings. 
Contributing heavily to the en- 
thusiastic reception accorded THE 
FORWARD LOOK were 42 minutes 


of color motion pictures produced 


introduce the first 14-minute se- 
quence, a personal appearance by E. 
C. Quinn, president of the Chrysler 
Division. As BUSINESS SCREEN edi- 


‘tors shared the mounting excitement 


of 1300 midwestern Chrysler deal- 
ers attending this session, the pros- 
cenium curtains swept farther apart 
to a full 24-foot width and the key 
28-minute segment of the program 
followed in brilliant wide-screen 
Eastman color, introducing an enter- 
taining plot story in which the 1955 
models took the road amidst the 


As Chrysler's first wide-screen announcement film was being completed, this 
key group was pictured. Left to right above are Jerry Fairbanks, producer: 
E. C. Quinn, president of Chrysler Division; and James Bingham. 


especially for these dealer gatherings 
by Jerry Fairbanks Productions. 
Within a period of ten days, trained 
crews of the Fairbanks organization 
set up and projected the exciting 
“new models” program in meeting 
facilities that ranged from hotel 
banquet rooms to large metropolitan 
theatres. 

Other showings were held for fae- 
tory executives and members of the 
Chrysler plant families. The films 
also provided a “forward look” of 
their own to these extremely im- 
portant gatherings. 


New Models in Wide-Screen 

The premiere curtains parted at 
Chicago’s Eighth Street Theatre to 
a standard screen which served to 


spontaneous applause of the as- 
sembled dealers. 


Story Line Aids Suspense 


The light-hearted story line, 
created as a suspenseful backdrop 
to the highlighted new cars by Fair- 
banks’ Leo Rosencrans, featured a 
cast which included Michael O'Shea, 
William Bishop, Don Wilson, Jack 
Benny’s Rochester and the singing 
Sportsmen. 

But it was the all-new Chryslers 
the dealer audience came to see and 
the brilliant color and swift-moving 
pageantry of these exciting new 
motor cars drew enthusiastic bursts 
of applause. 

Showings concluded with a final 
dramatic unveiling of an actual 


(Right) 24-foot wide screen setup for the Chrysler dealer showings makes 


dramatic backdrop as Leo Rosencrans 
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(Above) |6mm carbon-arc projection is set up for dealer 
showing as Chrysler and producer executives look on, 


model, glittering as it slowly re- 
volved on a spot-lighted turntable. 
Walter E. Foraker, central sales 
manager of the Chrysler Division, 
made the introductory address at 
Chicago, as did his regional counter- 
parts on the company’s executive 
staff in other area showings. It is the 
“inside” story behind the “new 
model” production which furnishes 
a fascinating example of the thor- 
ough planning of details and the 
originality now being provided by 
business film companies to these 
important sales programs. 


Months of Advance Preparation 


Production of the wide-screen se- 
quences involved careful planning 
and technical development work by 
the Fairbanks organization. For ex- 
ample, the l6mm anamorphic lens 
used for insert shots and tight close- 
ups (which helped give the film that 
“extra-special” touch) was ground 
to special specifications furnished by 
Bell & Howell. RCA carbon are 
projectors were modified in  Fair- 
hanks’ shops to include neutral den- 


sity filters cutting down light during 
the initial standard screen se- 
quences; a special gate allowed the 
anamorphic projection lens to be 
swung into place and in focus on 
cue, 

Eight 24-foot wide-screens were 
developed by the Radiant Manufac- 
turing Corporation, using the same 
uspect ratio as the 35mm wide 
screens, First commercial use was 
made of new RCA are 16mm ana- 
morphic projectors. All of 
show equipment had to be com- 
pletely portable and was designed 
so that one man could supervise 
placement and breaking down for 
each show. 

Company's First in Wide-Sereen 

It was Fairbanks’ fifth motion 
picture for Chrysler and the com- 
pany’s first wide-screen effort, Loca- 
tion shooting in Detroit and at the 
Hollywood studios was accomplished 
with a number of Bell & Howell 
l6mm anamorphic lenses. Music 
was especially written for this pro- 
duction by Eddie Paul, Fairbanks’ 
music director. 
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Northrop's Scorpion F-89D, an all-weather interceptor, patrols America's 
sky frontier in this scene from new defense picture. 


The Citizen's Role in Air Defense 


A New Public Service Picture by Northrop Aircraft 
Aids Vital Work of Civilian Ground Observer Corps 


Sponsor: Northrop Aircraft, Ine., 
Hawthorne, Cal. 

Title: Mrs. Jones, Meet Your Part- 
ners, 29 min., color. 


* Although America is the birth. 
place and chief arsenal of atomic 
weapons and no come-lately to avi 
ation, total war is something less 
than a reality to most citizens: we 
haven't experienced it at close range. 

Except the military—-and its sup 
pliersthose whose standing assign- 
ment is to think war at all times, 
aside from diplomatic rain or shine, 
few dwell seriously on the nature 
of a modern saturation assault. 
Despite constant (but not always 
effective) propaganda, the man in 
the street does not consider that he 
may be on the ultimate battlefield. 


Aimed at Civic, TV Audiences 
Northrop Aircraft, 
supplies the United States Air Force 
with Scorpion F-89D long range all- 
weather interceptors, has fired a new 


which 


warning rocket in the form of a 
documentary film aimed at civie and 
tv audiences. 

In Mrs. Jones, Meet Your Part- 
ners, Northrop Aircraft reveals the 
constant vigil maintained by the 
United States air defense team to 


An 


protect the nation against an atomic 


raid. “Mrs. Jones” is a volunteer 
in the civilian Ground Observer 
Corps. 


They Guard Our Sky Frontiers 
As Mrs. Jones goes through her 
her 
the 
grim game of aerial spot-the-dot. 
Craning her neighborly neck atop 
a GOC watch tower, Mrs. Jones is 


basic training, she learns who 
and America’s partners are in 


the nimble-eye buddy of radar de- 


Art Baker, film and television star, 
recorded the narration for this new 
Northrop Aircraft motion picture. 


tection units brooding battle 
wagons, of experts in air defense 
filter and direction centers, of F-89 


crews 


on 


out to scorch a 
nuclear intruder with 104 rockets. 
Mrs. Jones is a cog in the intricate 
communication system which func- 
tions on a split-second schedule to 
apprehend sky foes. 


A Failure We Cannot Afford 
Mrs. Jones, like Northrop and the 


GOC, takes the words of General 
Nathan F. Twining seriously. The 


soaring 


General 
Force Chief of Staff, has an impor- 
tant role in "Mrs. Jones, Meet Your 
Partners.’ 


Nathan F. Twining, Air 


Chief of Staff, USAF. appears in 
the film to remark, “The destruc- 
tive power of today’s nuclear wea- 
pons makes it clear that the penalty 
for failure to defend ourselves will 
be tremendous.” 


Services Provide the Cast 

Produced with the cooperation of 
the Air Corps and the GOC, with 
personnel playing themselves, the 
public service film is narrated by 
Art Baker. Mrs. Jones is portrayed 
by Lulu B. Clark, a Los Angeles 
housewife. 


® Mrs. Jones, Meet Your Partners 
may be obtained on free loan from 
Dept. 1310, Northrop Aircraft, Inc., 
Hawthorne, California. 


exciting action scene in Northrop Aircraft’s ‘Mrs. Jones, Meet Your Partners’ as 
the heavily-armed Scorpion F-89D interceptor fires its giant, 104-rocket defense punch. 


That's a tarpon on the line! 


Sports Adventure 
in Florida’s Evergaldes 


Sponsor: Gallagher & Burton divi- 
sion of Seagram Distillers Corp. 
Title: Silver King of the Ever- 
glades, 30 min, color, produced 
by National Educational Films, 
Ine. 


* Gallagher & Burton, one of Sea- 
gram’s brands of blended whiskey, 
has long directed its advertising 
and sales promotion in sporting 
channels. A regular exhibitor at 
sportsmen’s shows and advertiser in 
sporting magazines, G&B has also 
distributed a series of films on 
hunting and fishing subjects for 
men’s clubs. 

One of this year’s films is pure 
entertainment — Silver King of the 
Everglades, a fishing trip in the 
Everglades National Park in Flor- 
ida after tarpon. On light tackle, 
these tarpon jump like no other 
fish can. Beautiful 
were caught on high speed cameras 
mounted on gun stocks for quick 
action. 


action scenes 


Along with the non-commercial 
sporting films, Gallagher & Burton 
includes a commercial or two, much 
as 4 sponsor might do on a tele- 
vision show. G&B commercials are 
made by Sound Masters, Inc. 

Silver King of the Everglades 
and other G&B films are available 
from representatives of the com- 
pany at 405 Lexington Ave., New 
York, and at Seagram offices in 
several other cities. 
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The motion picture can present a process that can- 
not be seen by the human eye—even by microscope 


or telescope. 


record of an event. 


The camera can provide an easily reproduced 


“The Dollars and Sense of Business Films” 


The Association of National Advertisers Publishes a Colorful 
Based on Two-Year Survey of Film Operations Among 67 Member Companies 


N IMPRESSIVE and well-docu- 

mented new book. “The Dol- 
lars and Sense of Business Films” 
has culminated two years of pains- 
taking research and_ interpretative 
detail by members of the Films 
Steering Committee of the Associa- 
tion of National Advertisers. 

The 128-page volume provides 
heretofore confidential data on pro- 
duction, print. distribution 
and methods for advertising and 
public relations films produced by 
67 of the nation’s leading com- 


costs 


panies who are members of the 
ANA. The survey effort was headed 
by John Flory of the Eastman Kodak 
Company. chairman of the Films 
Steering Committee. The book will 
retail at $5.00. 
Outstanding in Design, Content 
Its graphic illustrations and for- 
mal design set off facts and figures 
about the growing power of the busi- 
ness-sponsored film medium in keep- 
ing with the high respect which 
U.S. advertisers hold for their na- 
tional association. The films in- 
cluded were produced over the past 
15 years, at costs then prevailing. 
Based on ¢ survey of 157 busi- 
ness-sponsored motion pictures, a 
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John Flory, chairman of the ANA 
Films Steering Committee. 


(Right) Members of ANA Film: 
Steering Committee confer on sur 
vey data: (|. to r. around table) 
Tom Hope, Eastman Kodak, former 
ly of General Mills; J. Whitney 
King, American Can; Paul N. West, 
president of ANA: Mr. Flory (ctr.}: 
John Dostal, RCA Victor: Eyre 
Branch, Standard Oil of N.J.; Willis 
H. Pratt, A.T.&T.; and W. M. 
Bastable, Swift & Co. Other mem 
bers were Leo Beebe, Harold Dri 

coll, Gordon Biggar, John Ford, 
William Sawyer and Virgil! Simpson. 
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total investment of $12,000,000, this 
128-page book is going to make 
businessmen sit up and take notice. 
Among eye-opening points are these: 


26 Minutes for 4.6 Cents 


* The typical company spends only 
1.6 cents to obtain an average of 
26 minutes of a viewer's time to tell 
the company’s story. 


* The cost per viewer can drop to 
as low as 3-mills over the life of 
the film if a good film is made for 
a broad, “general purpose” audi- 
ence, 

* The average film has a long useful 
life——usually five years, often more. 


® When films are in circulation for 


New Book 


over LO years, the cost-per-viewer 
may drop to as low as 'o-cent, 

The study shows a film can be 
expected to reach an audience of 
276,036 in a year (although audi- 
ences of up to 4,548,000 have been 
hooked) all depending upon the 
nature of the film story and the 
scope of the target audiences de- 
sired by the sponsor. 


More Than 2 Years of Research 

Based on the work of the A.N.A, 
Films Steering Committee, chair- 
maned by John Flory of the East. 
man Kodak Company, the book is 
the result of more than two years’ 
efforts aimed at putting- pertinent 
(CONTINUED ON THE NEXT PAGE) 
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(CONTINUED FROM PRECEDING PAGE) 


data in the hands of those people 
who are investigating the possibil- 
ities of motion pictures as a solu- 
tion to their communications prob- 
lems. 

The book itself is a visual pre- 
sentation in three colors containing 
illustrations and charts as well as 
tables which give the data in detail. 
It contains new information about 
the types of films being produced, 
target audiences, number of release 
prints, typical running time, ete.; 
plus a fuller understanding of the 
value and place of sponsored films 
as a “companion medium” in the 
advertising and public relations 


field. 


500,000 Projectors in Field 

Commenting in the book's fore- 
word on the need for the data the 
book presents, Chairman Flory said: 
“With around 500,000 L6mm. sound 
projectors now available in this 
country . the business film has 
become an important tool for man- 
agement in communicating with the 
public. This is emphasized, when to 
the normal domestic circulation are 
added the plus factors of theater 
showings and television audi- 
ences. That the business-sponsored 
film is now a widely used advertis- 
ing and public relations medium is 
attested by the fact that 86.6 million 
viewers have already seen 46 of the 
films included in this study. 

“This book represents an analysis 
of the actual cost and circulation 
records of 157 important business 
films. The data are presented 
(Right) One of the many well-de 
signed spreads new ANA 
Film Study is reproduced to show 
how basic facts are graphically pre 
sented for easy reading. 


from the 
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in three separate sections, Part one 
is a quick-reading summary of the 
statistical results of the survey. For 
the benefit of prospective sponsors 

in the second section the Com- 
mittee has elaborated upon the find- 
ings of this survey by pointing out 
some of the more common reasons 
why a growing number of com- 
panies consistently employ motion 
pictures in their advertising and 
The third 


book is devoted to 


public relations programs. 
section of the 


detailed tabulations of the results of 


the survey.” 

Color Favored “Four to One” 

Mr. Flory goes on to point out 
highlights from the study. 
“From the heretofore confidential 
data, the book draws a number of 
important findings. Of the films sur- 
veyed, color films are favored nearly 
four to one. The median running- 
time of the pictures surveyed is 26 
minutes. While 91° of all films 
surveyed are circulated in part or 


some 


entirely by the sponsoring company, 
also handled by com- 
mercial distributors. 

A typical sponsor spends 55% of 
his budget for the production itself; 
release prints account for 25%: and 
the final 19% is allocated for distri- 
bution, Considering that this survey 
includes a number of specialized 
films intended for distribution to 
selected audiences, the over-all aver- 
age cost-per-viewer of 4.6 cents is 
equally interesting. This figure in- 


one third are 


with 
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86.6 million spectators saw 


prints and distribution of $87,264 


an average of 4.6¢ per person if Vv 
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of undivided attention. Achieved at a cost ranging 
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cludes production, prints and distri- 
bution costs, and represents normal 
circulation — not including televi- 
sion. 

The study also reveals that most 
sponsors design their films so that 
they will have a long life—at least 
five years. In this way, the per- 
viewer cost of the film attains a 
maximum economy. 

For example, the figures given, 
though they represent a fairly small 
sample of the various types of dis- 


tribution and target audiences, show 
that for those films in circulation up 
to one year, the cost-per-viewer 
amounts to 97 cents. 

Viewer Cost Drops to Half-Cent 

For those films circulated from 
one to two years, the cost-per-viewer 
is less than 7 cents, and for the 
films in circulation for over 10 
years the cost-per-viewer is less than 
1% cent.” 

The committee cautions, “When 
interpreting the cost information in 


this study, note that the films sur- 
veyed range in age from less than 
one year to more than ten years. 
Costs of production, prints, and dis- 
tribution have all increased during 
that period. The cost of the older 
films, therefore, undoubtedly are 
lower than those now prevailing. 
Median and average cost figures are 
similarly affected.” 

Additional detailed information is 
offered in the book’s summary of 
findings. Among these data are: 


| films. 


from $0.003 


and length of average film 


< Complete production, print and distribution 


Each at an average cost for production, 


costs were available for 46 films in 


circulation for 2 or more years. 


26 minutes 


per person and up— 


| 


Motion provide all members of a group 


with a common denominatn of experience 
‘ 


: 


Above: a section of the ANA Film 
Study covers the essential values of 
business films in clear detail. 


99.40 of films surveyed are released 
in sound; 95% are l6mm prints; as 
to the lifespan of the films surveyed, 
16.5°° are over five years old, 580% 
are over two years old at the time 
the study was made. 

Total production cost of 116 of the 
films is $4,514,477; production costs 
range from a low of $1,732 to a high 
of $426,600 with a median cost of 
$25,800. Total cost of release prints 
is $2.088.891 for 18.580 prints; 100 
is the median number of prints per 
production and the average cost-per- 
print ranges from $19.54 to $375.63 
with a median of $122.74, 


10) Color Prints Per Title 

Data on l6mm color prints show 
(in medians) that the number per 
production is 100; total print expen- 
diture per production is $11,132; 
cost per print, $136.84; running 
time, 23 minutes; rate paid per foot, 
16.5 cents. Comparable data on 
16mm black and white prints show, 
again in medians, the number per 
production is 160 prints; total print 
expenditure per production is $8,- 
728; cost per print, $48.47; run- 
ning time, 26 minutes; rate paid 
per foot, 04.7 cents, 

As to distribution areas of the 
films surveyed, 89°) have nation- 
wide distribution in the U.S.; 4807 
of the films surveyed had Canadian 
(CONTINUED ON THE NEXT PAGE) 


Where to Obtain Copies 
* "Dollars and Sense of Business 
Films” is available from the Business 
Screen Bookshelf, 7064 Sheridan 
Road, Chicago 26. Individual copies 
$5.00; quantity discounts on 10 
copies or more. Sent postpaid if 
check accompanies order, 
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THE ANA FILM SURVEY: 


(CONTINUED FROM PRECEDING PAGE} 


distribution and 35% had other 
foreign distribution. 

Audience data of the films sur- 
veyed show major target audiences 
break down this way: Schools and 
colleges, 89°; Clubs, 
Business and industry, 7967: Com- 
pany employees, 62%; 
and Synagogues, 61%: and Com- 
pany Management, 56°¢. Most films 
are aimed at several specific types 


Churches 


of audiences, hence the reason why 
these percentages total over L0O0°;. 


14 Million Annual Audience 

Information about the number of 
viewers reached by the films sur- 
veyed show that annual number of 
viewers per film, excluding iclevi- 
sion, ranges from 1,250 to a high 
of 4,548,000 with a median of 276,- 
036, Total number of viewers per 
film, excluding TV, ranges from 
10,040 to a high of 21.852.465 with 
a median of 1.268.851. Total num- 
her of viewers per film including 
television, covering only nine pro- 
ductions, ranges from 1,095,635 to 
10,975,000 with a median of 3,464,- 
873. 

Figures on the Ly pes of distribu- 
tors handling films surveyed show 
that 43° of the films were distri- 
buted by the Sponsor; 37% of the 
films were handled by commercial 
distribution cost-per-print is $91.40, 


Gives Costs of Distribution 

Total cost of distribution per pro- 
duction figures show a median of 
$10,248. Median cost-per-viewers by 
sponsor distvibution per production 
is $20; by commercial distribution, 
$17.86; by sponsor & commercial 
distributors, $13.69; by sponsor and 
non-commercial libraries $8.05 and 
by all three methods, $23.22. Th 
median distribution cost-per-print is 
SOL AO, 

Total average Costl-per-y iewer 
(films less than | year old) 3.9735; 
to 2 years old) $.0681L: (2 to 5 
vears old) $.0832: (5 to LO years) 
8.03604: S.00-409, 
Lowest cost-per-viewe! for one film 
of those surveyed is $.00356 for 21 


(over LO years) 


million viewers: average cost-per 
viewer is $.0463 for 8.6 million 
Viewers, 


issues of 


other 


Nore: future 
Business Screen will carry 
significant data and interpretation 


based on the ANA Film Study. 
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many companies have 


used closed circuit television 
facilities to communicate with em- 
ployees and dealers this year, Chrys- 
ler Corporation made news with 
the first circuil 
specifically designed for the Chrys- 
ler “family”. 


Divisions of the Cor- 


open broadcast 


Various 
poration have telecast nationwide 
closed circuit programs a number of 
times in 1954, but the unique pro- 
gram was the half-hour open cireuit 
broadcast on paid time in such cities 
as Detroit, Dayton, Indianapolis, 
where 


Chrysler em- 


Evansville and Los Angeles 
sizeable groups of 


ployees are located. 


Shares Plans and Enthusiasm 

What prompted the company to 
plan this show was the feeling that 
in this crucial year for automobile 
manufacturers, all Chrysler em- 
ployees would be interested in the 
overall plans for 1955 and would 
want to share in the enthusiasm for 
the new Chrysler products about 
which such excitement has been 
generated, 

Other methods were considered 
hiring theatres and = drive-ins to 
show a motion picture or holding 
in-plant showings. But with 160,000 
employees and their families, the 
dificulties of getting them all to- 
gether were considerable. For one 


thing, Chrysler had no wish to 
create a record breaking baby-sit- 
ting and parking problem for a lot 
of its families. At the same time. i' 
was far from reluctant to let fellow 
citizens in plant communities take 
a peek at what it has up its sleeve 
in 1955 with the long-awaited “For- 
ward Look”, 

Half Hour Film Produced 

The result was the half-hour TV 
Masters. Ine.. 
was the producer. The film included 


film show. Sound 
a straightforward message from L. 
L. Colbert. Chrysler President. and 
(Below) Danny Thomas and Jean 
Hagen appeared in Chrysler show. 


Chrysler Telecasts to Plant Family 


Open Circuit Program Shows Employees Plans for '55 


featured the Corporation’s galaxy of 
regular television stars: Bill Lun- 
digan. Eddie Mayehoff. Michael 
O'Shea, Bill Bishop. Jimmy Dunn, 
Roy Rogers. Dale Evans. Groucho 
Marx. Jean 
Hagen. Few motion pictures have 
had so many masters or so many 
writers. 


Danny Thomas and 


In some instances writers 
and agencies who regularly work 
with the TV artists prepared the 
copy. Part of it was written by 
Chrysler's film manager Tom Mark- 
er and part by Sound Master’s direc- 
tor Frank Donovan. Donovan's job 


Roy Rogers (center) shown with 
Sound Master's director Frank Dono 
van during Chrysler production. 


was complicated by the necessity of 
catching up with the TV stars in 
the studios where they regularly 
work. Sequences for the film were 
shot at Hal Roach, Desilu, General 
Service Studios and NBC in Holly- 
wood. Donovan shot the Roy Rogers 
sequence in Madison Square Garden 
in New York, where Rogers and 
Dale Evans were appearing in the 
Rodeo. 

No Viewing Hour Conflicts 

The Chrysler open cireuit TV 
shows for employees were sensibly 
scheduled for hours which did not 
conflict with cither normal working 
hours or the average family’s favor- 
ite big-time shows 
which include many of Chrysler's 
own. Chrysler sought time when 
employees were likely to be at home 


television 


(Below) Chrysier workers and familie 
also enjoyed Eddie Mayehoft. 


and at leisure. Publicity for the 
show was handled by direct mail. 
newspaper ads, and bulletin board 
announcement. 


A scene in ‘Before They Happen” 


Fire Underwriters Show 
Vigilance Cuts Losses 


Sponsor: National Board of Fire 
Underwriters. 

Title: Before They Happen, 15 min, 
color. produced by Audio Pro- 
ductions, Inc. 

* By systematic, cooperative snoop- 

ing. the fireman and his fellow citi- 

zens can prevent disaster—-that is 
the straight-lipped advice of Before 

They Happen, a new color film spon- 

sored by the National Board of Fire 

Underwriters. The safety film's pre- 

RCA’s Johnny Victor 

Theatre tied in with the recent 35th 

annual observance of Fire Preven- 

tion Week sponsored by the National 

Board and the New York Board of 

Fire Underwriters. 

Being featured as a successor film 


view in 


to Crimes of Carelessness, an earlier 
fire prevention picture sponsored by 
the National Board, Before They 
Happen was developed in response 
to requests by fire chiefs for a film 
that would relate fire department 
fire prevention activities to the fire 
safety of the home-owner. 

The film’s message appears in the 
shape of a day's work documentary 
of Fire Marshal George Kennedy 
of Hartford, Conn. Following the 
Marshal on his flashlight inspection 
trips through homes and places of 
business, the camera shows how 
vigilance can save lives and dollars 
far more efficiently than sirens and 
hoses. 

Before They Happen joins 26 other 
films available for free public use in 
the National Board library, Requests 
for the film should be made to the 
Bureau of Communication Research. 
Inc.. 13 East 37th St.. New York 
16, N. Y. A listing of the films may 
be obtained by writing to the Na- 
tional Board of Fire Underwriters. 


85 John St... New York 38,N.Y. 
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ntold torrents have buffeted the 
U nation’s dams since a motion 
picture called Clean Waters made 
its debut nine years ago—but in 
numerous places the flow has been 
progressively purer. A year after 
its first sponsorship by General 
Electric Company in 1945, federal 
and state officials were hailing the 
film as one of the greatest single 
forces for pollution abatement. 
An echo of this acclaim was 
heard when a new 1954 color ver- 
sion of this educational “new man 
river” resounded from its premiere 
screening during the Federation of 
Sewage and Industrial Wastes Con- 
vention at the Netherland Plaza 
Hotel, Cincinnati, in October. 


Pollution Increase Alarming 

Delegates to the convention were 
informed that the nation’s shortage 
of adequate sewage and industrial 
waste facilities is causing pollution 
of the country’s waterways at an 
alarming rate. This admonition 
came from H. R. Wallrath, mana- 
ger of G.E.’s contractor and con- 
struction industry sales, who de- 
clared that disposal capacity has 
been dwarfed by city growth. in 
the last decade. 

Mr. Wallrath said that by tripling 
for the next five years the six-hun- 
dred million dollars currently spent 
for sewage treatment, the United 


“Clean Waters" scene shows fish 
measurement in the California state 
fish hatchery. 


ei 


Ariating tanks in a sewage disposal 
plant . . . modern facilities can help 
avert pollution. 
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Convention audience awaits screening of new "Clean Waters’ at Cincinnati. 


New “Clean Waters’ Is Hailed at Premiere 


GE Film Called One of ‘‘Great Forces’’ in Fight Against Water Pollution 


States would ease the problem and 
provide for future population 
growth. 


Why and how this money should 
be spent is the pictorial message 
of this latest Clean Waters, again 
produced for G.E. by Raphael G. 


Microscopic shot of animated bac- 
teria helps explain factors in water 
pollution story. 


A sludge-drying drum is typical of 
of equipment needed in today’s 
sewage disposal plants. 


1954 


Wolff Studios of Hollywood. The 
film’s potential for helping to meet 
the crisis described by Mr. Wallrath 
is substantiated by a record of civic 
achievement. 

2 Million Saw the Original 

In 1947, the original Clean Wa- 
ters was judged grand prize win- 
ner of sponsored films by paying 
audiences at the Films of the World 
Festival in Chicago. It already was 
credited as a prime-mover against 
pollution in several cities and was 
picking up momentum that took it 
to continental Europe and even to 
India. Its audience eventually was 
estimated at 2 million persons. 

Clean Waters’ medicinal powers 
were marked as early as 1946 when 
150 citizens of Montpelier, Vermont 
poured out of a viewing with a 
determination that resulted in’ an 


intensive anti-pollution drive—car- 


ried forward voluntarily by the 
people of the state. Here began the 
pattern of municipal reforms which 
were promoted by G. E.’s More 
Power to America presentations in 
cooperation with civie groups——a 
complex crusade in which Clean 
Waters was the clear visual inspi- 
ration. 
A Really Moving Picture 

Clean Waters was able to do this 
job because it used the full impact 
and clarity of the motion picture 
medium to show what caused wa- 
ter pollution, how filthy water en- 
dangered the life of the nation and 
how these dangers could be averted 
by good sewage disposal plants. The 
film told its story by gathering 
many national waters where they 
laved in health and beauty or lan- 
guished to spill death; it lifted pon- 
(CONTINUED ON PAGE 69) 


Principals at the "Clean Waters" premiere (below, |. to r.) were David Lee, 
new president of Federation of Sewage and Industrial Wastes Assn.; L. J. 
Fontanelli, past president; and H. R. Wallrath, manager of contractor and 


construction industry sales for General Electric. 
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70 members and numerous guests attended |AVA's annual fall Meeting in New York. 


IAVA Reviews Media Needs in Year Ahead 


industrial Audio-Visual Association Members Evaluate Tools 
and Their Application in Changing Economy at Fall Session 


VER 70 MEMBERS of the In 

dustrial Audio Visual Asso 
ciation were active in the organ- 
ization’s annual fall meeting at the 
Beekman Tower Hotel in New York 
last month. 

This record member attendance, 
along with 20 or 30 invited guests, 
sought solutions to the problems of 
their respective companies in the 
changing economies of today’s mat 
ket conditions. 


Duties Relate to Audio-Visuals 


It is hard to classify a typical 
L.A.V.A.-some are 


managers of advertising, sales, sales 


member of 


promotion, public relations or train- 
ing. Others are heads of film de- 
partments charged with coordinat- 
ing company audio-visual activities 
on a broad scale. Individually each 
is concerned with corporative prob- 
lems that can be solved with audio 
or visual media, Collectively, they 
represent about $50,000,000 of pur- 
chasing power in the business film 
industry. 

LA.V.A, members get together 
once or twice a year to exchange 
ideas on how each one can do a 


better job for his company. Unlike 
some commercial “fraternal” gath 
erings, or business trade associa- 
tions, 1.A.V.A. members come from 
diverse business backgrounds and 
meet more on a concentrated work- 
shop level than is common among 
purely advertising or sales execu- 
tive meetings, 

They come from companies all 
over the country and from every 
industry. All of the largest indus- 
trial areas are represented in [.A. 
V.A., and each of the 10 or 20 larg- 
est concerns in the country has 
active representatives in the asso- 
ciation. 


Needs of Business “First” 


The meeting this fall was con- 
cerned with problems which each 
of the members constantly faces: 
what new audio-visual concepts and 
implements can help my company; 
how can | obtain and use them to 
the greatest value to my company; 
and how can I best evaluate the re- 
sults of these media. 

This concern with the “business” 
aspects of making films was ably 
expressed by W. M. Bastable, head 
of Swift & Co.'s film department. 


1AVA diners: Frank Howe, Ray Bonta, Walt Burton, Ken Space, Bob 
LeComte, Dan Rochford, M. D. Schackner, Jack Vicary, Henry Strauss. 


Mr. Bastable told the members that 
his prime concern in his job was to 
remember that Swift & Co. was in 
the meat packing business, not in 
the film producing business. If films 
could sell more meat, or sell it more 
elliciently, his company was inter- 
ested, and alert to the opportunity. 
But just making movies—per se— 
is not Swift's business. 


Look at New Developments 


One prime aspect of LA.V.A. 
meetings is to keep up with “what's 
new”. Two key demonstrations were 
part of this viewpoint: “Cellomatic”, 
a method of producing motion on 
the screen with static materials that 
has never before been possible; and 
closed circuit television, a current 
interest of all sight and sound- 
minded business men. 

Cellomatic can produce a great 
variety of screen effects. From a box 
that has been likened to a kitchen 
range (weight 300 lbs.—bulky but 
transportable), Cellomatic can pro- 
duce from still materials (5” by 7” 
transparencies), wipes, dissolves, 
split screen, round and square iris 
effects, and even limited animation. 
One drawback to the Cellomatic 


technique is that it isn’t generally 
available—yet. Only six machines 
are in operation at the present time, 
but more are being produced as fast 
as possible. Cellomatic is a rental 
operation, but when production per- 
mits, long-term rentals will become 
available. At present, the Cellomatic 
projector rents at $125 per day, in- 
cluding operator. Further informa- 
tion can be obtained from Hubert 
Wilke, Howell-Rogin Studios, 756 
Seventh Avenue, New York. 
Closed circuit television was 
represented by W. P. Rosensohn of 
Box Office Television, Inc., one of 
the firms active in this field. This 


W. P. Rosensohn .. . on tv 


company offers closed circuit TV 
facilities in 220 cities which are 
now interconnected for television 
transmission. These are available at 
each “destination” as a TV station 
studio, a hotel ballroom (the Shera- 
ton chain is fully equipped), or a 
theatre. Box Office Television has 
completed 11 big sales meetings this 
year for such firms as Dow, Wyeth, 
Ford, Chrysler and Pan American. 
1.A.V.A. members were given rule- 
of-thumb rates: $1500 per audi- 
ence (minimum of 20 cities) for 
hotel or studio reception, $1650 per 
audience for theatre reception. Rates 
are based on one hour of transmis- 
sion and are inclusive of almost 
everything except the program. 
More information about this “can 
be had from Wallace A. Ross, Sales 
Manager, Box Office Television, Inc.. 
30 East 60th Street, New York. 
Oeveste Granducci, “Scripts by 
Oeveste Granducci”, put forth his 


Frank Brown's (Shel! Oj!) well-arranged program included this demonstra- 
tion of Cellomatic equipment and techniques being viewed below. 
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thoughts on how to get the most 
out of a script writer. He stated his 
reasons why scripts not only can, 
but frequently should be. under- 
taken by individuals or organiza- 
tions not connected with either 
sponsor or prdoucer. Mr. Gran- 
ducci’s remarks were extensions of 
those he made at a previous I.A. 
V.A. meeting. His main considera- 
tions: stick to one main point 

don’t try to get a dozen unrelated 
ideas into one film; purpose should 
dominate all planning; give the sub- 


Oecveste Granducci . 


. scripts 


ject matter—the natural drama—a 
chance—it is more important than 
the “gimmick”. 

Mr. Granducci warned business 
men not to judge a writer by the 
number of words in the script. A 
good script writer, he said, should 
let the picture do a lot of the “talk- 
ing”. 

W. M. Bastable, of Swift & Co., 
demonstrated a novel split screen 
device his company used earlier 
this year for a series of sales train- 
ing meetings. This gimmick, an in- 
expensive pair of films with tape 


W.M. Bastable a film report 


made by Wilding Picture 
Productions, puts across the point 


sound, 


that Swift sells nothing to the con- 
sumer. All Swift advertisements are 
designed to sell products the food- 
seller already owns. 

W. H. Pratt. Jr.. of American 
Telephone & Telegraph Co., sum- 
marized some of the results the Bell 
System Companies have found from 
a continuing series of studies on the 
effectiveness of the film medium. 
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His main point was that although 
motion pictures have been found 
to be the best means of communicat- 
ing to Bell System employees, much 
can still be done to make them more 
effective. He stressed the importance 
of recall as opposed to mere trans- 
mission of ideas—in other words, no 
matter how elaborately the idea is 
transmitted, it is worthless if not 
remembered. The Bell System com- 
panies believe simplicity to be an 
important key in obtaining a high 
degree of recall. 


PAA Training Is Described 

Frank Howe, of Pan American 
World Airways, and Henry Strauss, 
of Henry Strauss & Co., presented 
the latest phase in PAA’s long range 
training program. The company is 
now using 17 films in training its 
outside salesmen in some 78 coun- 
tries——men who call on business 
concerns for passenger and freight 
traflic orders. The films form a base 
for intensive training using the con- 
ference technique. The main point 
the films put across is that sales- 


Frank Howe . . . on training 
manship is a professional occupa- 
tion, not just an instinct. 

An important topic of many L.A. 
V.A. meetings is an open discussion 
with a panel of producers on mu- 
tual problems. Moderated by Fred 
Beach, of Remington-Rand, Ine., a 
panel composed of Peter Hickman, 
Fordel Films, Inec.; Herbert Ker- 
kow, Herbert Kerkow, Inc.; Walter 


Lowendahl, Transfilm Incorporated ; 


Coffee break and ||. to r.) members 
Walter Burton, Ken Penney and D. 
G. Treichler hold informal chat. 


Members of the IAVA panel on client-producer relations above are |!, to r.) 


Peter Mooney, Audio Productions, Inc.; Walter Lowendahl, Transfilm, Inc.; 
Fred Beach, moderator; Herbert Kerkow; Peter Hickman, Fordel Films, Inc.; 
and David |. Pincus, president of Caravel Films, Inc. 


Peter J. Mooney, Audio Productions, 
Inc.: and David I. Pineus, Caravel 
Films, Ine. spoke of the ways in 
which could obtain better 
films by using the producer's serv- 
ices more thoroughly. To sum up 
the two hour session: sponsors felt 


clients 


that producers should spend more 
time considering their client’s prob- 
lems rather than in thinking of each 
film as an entity. Producers felt 
they could work on problems more 
effectively if a script and solution 
were not so often dumped in their 
laps for competitive bids. There was 
no general agreement on whether 
a firm budget should be regularly 
established in original planning. 


Buying Approach Is Varied 


Some companies work on a fixed 
budget, depend upon a producer to 
make the best film he can for that 
figure. Others believe in presenting 
the producer with a problem and 
asking at what price the filmed solu- 
accomplished. One 
analogy likened a film to a house 
“you don’t go to an architect and 


tion can be 


just ask him to design a “house” 
you tell him something of what 
kind of house and within a general 


Best attended of all recent fall meetings, |AVA se 


range of what it can cost.” Most 
of the producers felt that a better 
job could be accomplished if the 
script writer were part of the pro- 
ducer’s own team, but agreed that 
an outside writer could be satisfac- 
tory if he were available for con- 
ferences during actual production, 


IAVA prexy Joe Schietferly (second 
from left) shown with Frank Rollins, 


Frank Howe, Red Hogan, Bill Bast 


able and Frank Brown, program 
chairman. 
Following the open meetings, 


1.A.V.A. members spent a day in 


closed session discussing various 
mutual problems and: conducting 
the regular business meeting. 


sions bre yught 


together members from many states and about 70 companies 
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Case Histories 
of Current 
Film Programs: 


(Left) Discussing key sequence for 
new earthquake film are (I. to r.) 
John A. Blume, San Francisco struc- 
tural engineer and expert on earth- 
quake resistant designs; Bill Briscoe, 
manager of publications, Bethlehem 
Pacific: and Gene K. Walker, Gene 
K. Walker Productions. 


Steel Shows Cause and Control of Earthquakes 


Sponsor: Bethlehem Pacific Coast 
Steel Corporation. 


Title: Men, Steel and Earthquakes, 
28 min., color, produced by Gene 


K. Walker Productions. 


* To the eye, the city stands solid 
as the which it 
Then in a gross but secret tremble 
the city is 
crumble as though 
day, withstand earthquakes 
more readily than they did 40 years 
ago but bewildered and sometimes 


earth on stands. 


shaken and buildings 
bombed. To- 


cities 


bankrupt citizens still stare along 
metropolitan streets after the earth 
has jigged and wonder why one 
building survives intact and another 
slumps in ruin. 

When the members of the Ameri 
caw tron and Steel Institute met for 
their annual regional meeting on 
November Sth in quake-acquainted 
they 
premiere showing of a lomm film 


San Francisco, viewed — the 
which graphically answers the whys 
and what-measures regarding earth- 
quakes. The film, Men, Steel and 
Earthquakes, is being sponsored by 
the Bethlehem Steel 
Corporation of San Franciseo for 


Pacifie Coast 


showings to schools, colleges, tech- 


nical societies, engineering and 
government groups. 


To recap the demolition deeds of 


Earthquake reactions of these three 
shapes of buildings a: 
Bethlehem's film. 


shown 


earthquakes and the labors of re- 
searchers to prevent the destruc- 
tion of buildings was a matter of 
applying live documentary 
photography. But to support the 
sponsor's main point—that steel is 
important in  earthquake-resistant 
trick that 
called for special professional tech- 
nique. Consulting with John A. 
Blume, San Francisco structural 


good 


construction was a 


engineer, and Gene Walker of Gene 
kK. Walker Productions, who pro- 
duced the film, William S. Briscoe, 


Shock waves resulting from slippage 
at one point along earthquake fault 
are shown above. 
Bethlehem Pacific's manager of 
publications agreed that the best 
way to delve into an earthquake 
was with camera and pen. 
portions of the 28- 
film 


Animated 


minute color show under- 
ground shock waves resulting from 
point along an 


Drawings show 


slippage at one 
earthquake fault. 
how three shapes of buildings react 
These funda- 
causal 
meaning to actual earthquake dam- 
age scenes, 

Steel and concrete 
quakes are 
prove how modern construction 
buildings. The 
necessity of adopting and enforcing 


to seismic tremors. 


mental explanations give 


survivors of 
strong examined to 


safeguards such 


progressive building codes is em- 
phasized. 

More than a year in production, 
Men, Steel and Earthquakes was 
technically supervised by R. W. 
Binder, chief engineer of the spon- 
Fabricated Steel Construction 
Division. Testing and earthquake 
research shot at 
California Institute of Technology, 
University of California and Stan- 
ford University. Additional tech- 
nical assistance was given by other 


activities were 


prganizations in the research field. 

The new picture is available on 
free loan from the Corporation at 
20th & Illinois Streets, San Fran- 
cisco 19, Calif. or from sales of- 
fices in Seattle, Spokane, Portland, 
San Francisco, or Los Angeles. In 
the East the film is available from 
the Publications Department, Beth- 
lehem Steel Company, Bethlehem, 
Pa. National tv distribution is being 
handled through The Princeton 
Film Center. 


Life Film Inspires Filene's to Major Promotion 


* The Life Magazine film, The 
Changing American Market, which 
has been seen by more than 100,000 
business, advertising and store exec- 
utives in the past year, has now 
inspired a major retail selling pro- 
motion. Last month, Filene’s of Bos- 
ton, the world’s largest specialty 
store, staged a full-scale fall promo- 
tion called “This is the Life: more 
hours for fun nowadays; a million 
ways to have it: a million ways to 
dress for it”, based on the film. 

At the same time, Filene’s, with 
a bow to Lire, staged a big fashion 
show for 600 guests at New York's 
swank Town Tennis Club, featuring 
28 pretty models, all imported from 
Boston, wearing costumes envisioned 
by the country’s best-known design- 
ers to show how women will dress 
for their leisure life a few years 
from now if today’s trends in fash- 
ion continue. H. D. Hodgkinson, 
Filene’s chairman, explained that 
the New England store was staging 
a fashion presentation in New York 
as a means of congratulating Man- 
hattan’s clothing designers and crea- 
tors which supply so much of 
Filene’s stock. 

Lire’s 17 minute animated car- 
toon film, produced by Transfilm 
Incorporated, points out how the 
dramatic growth of the middle in- 
come group in the past six years has 
revolutionized the U.S. market. It 
shows how larger families, subur- 
ban living, home-ownership and 
greater discretionary buying power 
have created new living habits, 
while the 23°% rise in real consumer 
income (after taxes) has brought a 
new demand for luxury goods. 

Realizing the scope and impor- 
tance of these vast changes in Amer- 
ican living habits, Filene’s also rec- 
ogmzed that Life Magazine is a 
dramatic expression of the chang- 
ing American market, in itself. The 
two weeks’ promotion ran from 
October 4 through 15 in Filene’s ten 
New England stores. The store be- 
believes this promotion can serve 
as a pattern for retailers all over 
the country. y 


BUSINESS 


Filene party invitations included this 
hand puppet reproduction of main 
character in Life's film. 


Each party guest was given a "This 
ls Life'’ apron and Filene staff wore 
a “glad hand” glove. 


(Below) complete press kits were 
provided at the Filene parties. 
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Historical Preface to Oil in America 


Sponsor: American Petroleum In- 
stitute. 

Title: The Story of Colonel Drake, 
29 min, color, produced by Ko- 
land Reed Productions, planned 


and supervised by Film Coun- 
selors, Inc. 


* A dramatic moment in history 
the beginning of the U. S. oil in- 
dustry near Titusville, Pa., in 1859 

has been recreated in a new mo- 
tion picture which made its public 
debut last month during Oil Pro- 
gress Week. 

The Story of Colonel Drake re- 
counts the struggles and disappoint- 
ments of the little group of pioneers 
who ignored a lot of difficulties to 
bring in the nation’s first commer- 
cial oil well. 

To insure authenticity, Paul M. 
Giddens, former curator of the 
Drake Well Memorial Museum and 
one of the leading historians on the 
early days of oil, served as techni- 
cal adviser during its preparation 
and filming. 

From the opening scene in the 
ollice of James M. Townsend at the 
City Savings Bank of New Haven, 
in 1857, the film relives the dis- 
couraging series of experiences 
which preceded Drake’s climactic 
discovery. It concludes by pointing 


out how the modern oil industry has 
served the American people well, 
and supplied them with an abun- 
dance of petroleum products. 

The Story of Colonel Drake is 
available in both l6mm and 35mm. 
Prints may be borrowed through 
any of the district offices of the 
APIs Oil Industry Information 
Committee, and from many of the 
oil companies. Some prints are 
available for purchase—-$125 for 


A familiar scene in Titusville 


16mm and $350 for 35mm. It is ex- 
pected to be seen by millions of 
viewers at meetings and rallies, open 
houses and other special events, 
movie theatres and television. 

The Story of Colonel Drake is an 
activity of the Oil Industry Infor- 
mation Committee’s Film Subcom- 


mittee, headed by H. L. Curtis. & 


Lane Bryant Sponsors 


Sponsor: Lane Bryant. Ine. 
Title: 4 Woman's Story, 15 min., 
b/w, produced by Cornell Films, 
Inc. 
* A Woman's Story marks the an- 
niversary of the ready-to-wear ma- 
ternity garment created by Mrs. 
Lane Bryant 50 years ago. Mrs. 
Bryant was not only one of the lead- 
ing women snffragettes who did 
much to advance the social status 
of all women in general but also was 
almost solely responsible for the 
advancement made in the style of 
milady’s dress. It is a far ery from 
the life of an expectant mother in 
the early 1900's to today’s fashion- 
able matron. It was woman's lot 
to remain “in confinement” during 


Coming Editorial Events 

* The new Standard Oil meet- 
ing room: design & details. 

* Ford's Five Year Film 
Plan: a public relations 
story. 

* Projection of Color Films 
in Television: equipment 
used for telecasting. 

plus The 1955 Buyer's Guide! 
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“A Woman's Story" 


her pregnancy and to stay out of 
view until the blessed event. Today, 
the expectant mother participates in 
business and social life until almost 
the last week before the event is to 
oceur and appears in public dressed 
in the best of fashion. 

The film traces the liberation of 
pregnant women as they enter 
present everyday social life and re- 
lates their struggles in that direc- 
tion over the past five decades. 
Among scenes of the past the film 
shows the first advertisement of a 
maternity garment which appeared 
in the New York Herald in 1911, 
although the first garment was 
created in 1904. Until 191l no 
newspaper would accept an ad with 
the word maternity in it, and even 
the Herald classified it as a “special 
notice. 

The film will be nationally dis- 
tributed in theatres and is offered 
without charge to television stations 
to be shown as a public service. 

A Woman's Story is available 
from Modern Talking Picture Serv- 
ice at 45 Rockefeller Plaza, New 
York City 20, and 27 other cities 
across the country. Ud 


1954 


There's new luxury for women's fashions in Vicara’s fibers. 


“Luxury Unlimited" Brings Story of Vicara 
New "Miracle Fiber" to Public, Textile Industry 


Sponsor: Virginia-Carolina Chemi- 
cal Corp. 

Title: Luxury Unlimited, 29 min, 
color, produced by Audio Pro- 
ductions, Ine. 

* One of the most interesting de- 

velopments in the modern business 

world is the trend of so many old- 
line companies to broaden their 
markets, Suppliers of basic mate- 

rials, in particular, are seeking di- 

versification of their business activi- 

tives to prov ide a broader economic 

base and greater stability in a 

changing economy. 

A good example of this trend is 
the Virginia-Carolina Chemical 
Corp., which has been supplying 
industry and agriculture with basic 
materials since 1895. Its principal 
market has always been agriculture, 
to which V-C supplies fertilizers 
and pesticides. But besides selling 
to farmers, V-C has been interested 
in developing new uses and new 
markets for farm crops. 

In its chemurgical research, V-C 


found that zein, a pure protein 
extracted from corn, was ideally 
suited for fiber production. After 
years of experimentation and de- 
velopment, a new textile fiber, Vi- 
cara, was born, It has been on the 
market for three years and has 
been proved to be one of the most 
remarkable of the so-called “mira- 
cle” fibers. 

V-C has not been able to yell as 
loud as some of its fellow fiber 
producers about the extraordinary 
properties of its product, Vicara’s 
beginnings were, in fact, very mod- 
est, but with production now in full 
gear, the company is making it- 
self heard very strongly. 

One important medium its 
campaign to supply information to 
the general public and the textile 
industry is a new film, Luxury Un- 
limited, which explains how the 
fiber was discovered, how it is pro- 
duced and how it is used, Vicara 
is used to improve the blend — to 
(CONTINUED ON THE NEXT PAGE) 


Pictorial preview of scenes from the Virginia-Carolina film reviewed above. 
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CASE HISTORIES OF NEW SPONSORED PICTURES 


Story of Miracle Fiber: 
(CONTINUED FROM PRECEDING PAGE) 
give rayon suppleness; to make 
nylon absorptive: to cotton it adds 
resiliency, and to wool—a soft, rich 
texture, 

In each case, the addition of 
Vicara means an increase in qual- 
ity, and the film reflects this. Be- 
sides telling its story convincingly, 
Luxury Unlimited is exceptionally 


well “mounted” with beautiful sets, 
music and lighting. Even scenes 
shot in a textile mill seem luxurious, 
which is no mean feat. 


For Audio Productions, Hans FE. 
Mandell was the director, and the 
film was written by Robert Zech- 
iel. It is available from the Vicara 
division of Virginia-Carolina Chem- 
ical Corp., Richmond, Va., or 99 


Park Avenue, New York. ig 


To Help You Understand Social Security 


Sponsor: U. S. Department of 
Health, Education, and Welfare 


Social Security Administration. 


Title: They Need to Know, 13:16 
min, Lomm and 35mm, b/w, ad.; 
produced by Motion Picture Serv- 
ice, Dept. of Agriculture. 


* Few jokes of ignorance are more 
eruel than the needless hardships 
endured by people who know not the 
measure of the law. Nearly nine 
out of 10 working Americans are 
entitled to the benefits of the Social 
Security Act. Many of the millions 
covered by the social security law 
have been trudging around since 
1936, each with a small white card 
in his pocket, paying taxes to keep 
it there, with only a blurred notion 
of the card’s legal value. For many, 
the card has been regarded as a 
minimal pawn ticket for old age and 
retirement, This ignorance of the 
full scope of the law has meant un- 
necessary poverty for thousands of 
young widows and children. The 
most serious gap in public knowl- 
edge of the social security law is an 
ignorance of its survivors insurance 
provisions. Frequently a widow 
struggles against economic odds 
until a desperate seratching for 
funds drives her to the social 
security olliee where she hears that 
she could have received benefits 
since her death. 

To lessen such tragic oversights, 
the U.S, Department of Health, Edu- 


Typical citizen is Russell Johnson 
who finds facts about social sec urity 
he ‘Needs to Know,” 


Killjoy Wilson, who should know 
more about social security 


cation and Welfare has sponsored 
a public education film, They Need 
to Know. Identifying themselves 
with the father in the film, family 
heads should take sharper notice of 
social security. 

Widespread ignorance of the de- 
tails of the social security law, 
which was amended this year, exist 
despite information appearing in the 
press and government publications. 
The complexity of official reports 
and the ambiguity of legal phrasing 
tend to pocket-veto laws at the 
popular level and though the knowl- 
edge is at hand it is not grasped. 

Directed by docu-veteran Nick 
Webster, They Need to Know uses 
the motion picture’s peculiar power 
of suggestion to call emotional at- 
tention to facts of vital moment to 
all providers and dependents. 

Dramatized good-naturedly, the 
picture never-the-less keeps its seri- 
ous focus: Office daydreaming about 
fishing during a planned family pic- 
nic, Russell Johnson is jolted into 
another contemplation by Killjoy 
Wilson who is passing the hat for 
the family of a bookkeeper who 
drowned while vacationing. Russell 
recovers a social security booklet 
and finds the facts about monthly 
survivors insurance, 

In a set ond reverie, Johnson sces 
his own demise, endures a_ hectic 
ghost-role to discover the effects of 
his security short-sightedness on his 


family, even getting a posthumous 
what-for from his mother-in-law. 
Restored to the present, he sets his 
course for a happier vacation, a 
safer family future. 

Determined to achieve wide circu- 
lation, the sponsoring department 
has effected television release for the 
new film, tv-timed it for a 15-minute 
slot. Seventy-five 35mm prints are 


being marked for commercial thea- 
tre distribution. 

One 16mm print of They Need to 
Know will be available for com- 
munity showings through each of 
some 500 regional and district of- 
fices of the Bureau of Old Age and 
Survivors Insurance. Later, outside 
groups will be able to buy l6mm 
prints from United World Films. & 


AT&T Film Shows Role of "The Transistor" 


Sponsor: American Telephone and 


Telegraph Co. 


Title: The Transister, 91/-min., 
b/w; produced by Transfilm 
Incorporated; directed by 
Howard Magwood. 

* Lately, the word “transistor” has 

found its way out of scientific 

journals and into the daily press. 

This currency has gained with the 

steady increase in application of 

the actual device to practical indus- 
trial use. 

Yet “transistor” remains a pecul-. 
iar word among paragraphs of 
descriptive words — all tending to 
have only an approximate meaning 
for the average nonscientific reader. 
It is as if the transistor, seemingly 
tiny enough to hide under its own 
name, was too small to be seen at 
all, especially in relation to the 
enormous potential credited to it. 

Coming to the layman’s relief, 
as is its custom in matters scientific, 
is the American Telephone and 
Telegraph Co. In the Company's 
new short film, definitively named 
The Transistor, puzzled people can 
see exactly what the transistor looks 
like. The camera stares very close 


to the chubby palm of a man’s 
hand. There lay four transistors, 
tiny alright, but plain as day. 

For all to see are the original 
point contact type, the photo-tran- 
sistor, the junction type and the 
junction tetrode. 

Other scenes tell the sponsor's 
larger objective story: the develop- 
ment of the transistor in the Bell 
Telephone Laboratories, its advan- 
tages over the conventional vacuum 
tube-—-how it can do the same work 
as these tukes while requiring a 
fraction of their space and without 
ventilation. A regular vacuum tube 
generally demands a watt or more 
of power; a millionth of a watt 
suffices for the transistor. 

The mighty labors of this elec- 
tronic mite are clarified—-why they 
can amplify voices which ordinarily 
become inaudible over long distance 
telephone relays; how their size 
makes it possible to increase the 
number of calls that can be carried 
simultaneously along phone cables. 

Though this is a Bell-ringer film, 
its photo explanations suggest what 
the many manufacturers licensed to 
produce transistors really are up to. 


Precision Stampings for the Electronics Industry 


Sponsor: John Volkert Metal 
Stampings, Inc. 

Title: Stampings for Electronics, 
20 min., color, produced by Far- 
rell & Gage Films, Inc. 


* Volkert is a company little known 
to the general public but which pro- 
duces of all electron-gun 
stampings used in television picture 
tubes. The film takes the audience 
into Volkert’s modern Queen’s Vil- 
lage, N.Y. plant to see how millions 
of precision parts are produced 
daily for the fast-growing  elec- 
tronics industry, Each department 

design engineering, tooling, produc- 
tion, inspection, finishing, assembly, 
warehousing and shipping —- is 
shown making its specific contribu- 
tion to the total job of volume 
stampings production for radio and 
television sets, electronic tubes. 


Precision i$ electronics essential. 


radar, military communications 
equipment and a wide variety of 
other electronic assemblies. 
Stampings for Electronics is avail- 
able to industrial management and 
technical societies from John 
Volkert Metal Stampings, Inc., 222- 
34 96th Ave.. Queens Village 29, 
N. Y. 
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Unusual Humble Film Answers Industry Problem 


Sponsor: The Humble Oil Co. 

Title: Muddy Waters, 184 min., 
color, produced by Channing Pro- 
ductions, Inc., Houston, Texas. 


* Sea gull-sharp photography of 
the “muddy waters” which play the 
title role in this new sponsored film 
is serving to settle a long feud be- 
tween oilmen and oystermen oper- 
ating in the mysteriously murky 
Barataria, Bay, Louisiana. 

By keeping the muddy waters 
carefully and extensively in focus 
for a protracted time, this film 
clears up visually the cause of the 
bay’s disturbing muddiness. 

It was plain to the oystermen that 
the fine silt overlaying the original 
black mud bottom of this shallow 
bay was being stirred up by channel 
dredging operations of the oilmen. 
It was even clearer that the dredge- 
bedeviled silt was smothering their 
oysters. Turbidity tests of the water 
around the dredge proved to the oil 
company engineers that the water 
there contained no more silt per 
cubic inch than was found in other 
reaches of the bay. 


Aerial Scenes Are Convincing 


The dredges push through the bay 
bottom and suck up the loose silt 
through pipes which empty at a dis- 
tance forming an island of silt away 
from the oysterbeds and gradually 
washing away down current 
farther from the oysterbeds. The 
island of silt streaming from the 
discharge pipe was enough evidence 
to convince the oystermen that the 
oil operations were at fault. 

To make the actual situation clear 
to the oystermen, the oilmen decided 
to make it graphic. This first was 
attempted with aerial stills of the 
area but these shots were incon- 
clusive. Humble Oil Company en- 
gaged Channing Productions, Inc. 
to take aerial color motion pictures 
at varying altitudes to show the con- 
fined area of the silt island and the 
blue-color of the water around the 
dredge which proved it to be silt- 
free. 

First hovering over the water at 
50 feet, then climbing to 700 feet, 
cameramen in helicopters and am- 
phibian planes were rewarded with 
ironical Scanning from 
a higher level with a polaroid filter, 
the cameras discovered that the 
oysterboats were stirring up dense 
clouds of silt--by propeller action 
and by the oyster dragnet scraping 
the bottom where the oysterbeds lay. 
Due to the oblique angle of view 
and the widening action of the silt 
trains, this muddying of the waters 
is not visible at waterlevel or from 


evidence. 
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an altitude under 100 feet. Shrimp 
boats likewise were exposed as silt- 
villains 
motion 
the bay 
shrimp. 


as they were mugged in 
dragging heavy seines over 
basement while trawling for 


The tons of silt fouling the bay 
indicated that the seafood boats 
were but small fry agitators. Fly- 
ing out over the Gulf of Mexico, 
the cameramen filmed the silt being 
hurled into the bay in the tides 
which invade through narrow inlets. 
This silt had reached the Gulf from 
the lengths of the Mississippi and 
now the Gulf was casting it into the 
shallows. Nature was the master 
rogue of the silt drama. 

The sequences formed during 
what started as a short photographic 
record seemed to demand fuller 
treatment. Sequences on turbidity 
tests, maps of the area and scenic 
shots were added. A simple spoken 
narration and oyster 
dredging and shrimp trawling oper- 
ations from water level and deck 
shots were worked into the chronicle. 

Completed, the film was one the 
sponsor could confidently show to 
groups of oystermen, shrimp boaters 
and the State of Louisiana’s Wild- 
life and Game Commission which 
presides over the fishing zones. Its 
educational content also makes it a 
general public relations feature, the 
sponsor believes. 


scenes of 


Helpful Hints from Producers 


* Channing Productions passes 
along some production sidelights 
which will be of use to other film 
makers shooting from the sky: ad- 
visable to shoot at 32 fps with hand 
held cameras (while cameraman 
hangs by his pants in a vibrating 
helicopter); 90 degree turns over 
objects in water below change the 
polaroid filter’s effective setting as 
the plane passes through its 360 
degree circle—with both hands hold- 
ing the camera, this necessitates two 
runs around the photo subject with 
filter altered on each run. 
Furthermore: short focal length 
lenses, 25mm maximum, give the 
best results—-with larger views ac- 
complished by flying closer to the 
subject; keep extra magazines 
handy--threading in a_ helicopter 
isn’t easy; one stop under exposure 
on KC film gives maximum satura- 
tion of the water that printing 
brings up to normal; removal of 
doors on helicopter and opening the 
co-pilot’s window on planes in such 
areas is a must for clarity of image, 
integrity of hue: using aircraft as 
a movie crane improves approach 
and discovery shots. We 
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A Prize-Winning Slidefilm Aids Suggestion Plan 


Sponsor: General Electric Co. 
Title: Everywhere You Look, sound 
slidefilm, produced by 

Henry Strauss & Co. 

* To convince employees that val- 
uable ideas Everywhere 
Look, the Electric 
pany is showing a color sound slide- 
film titled with that phrase to its 
entire payroll family. The film is 
designed to motivate employees to 
take positive action on their in- 
dividual ideas and to train them to 
be alert to other ideas which abound 
in daily tasks. 

General Electric thinks the em- 
ployee suggestion idea is such a 
good idea that it has paid out $5, 
006,000 in awards for employee 
advice in every field of operation. 
When resulted in in- 
creased production, better tool and 
equipment design, more economical 
purchasing, 


color 


You 
Com- 


are 
General 


these ideas 


more eflicient man- 
power the Company decided 
there must be more workable 
thoughts hovering standard 
operations and locked in undecided 


minds, 


use, 


over 


The Company’s suggestion plan 


is liberal: up to $25,000 can be 
won on a single idea; it is well 
administered: ideas are thoroughly 
investigated ; kept 
with along the 
is given 
concluded 


submitters are 


in touch progress 
way; public recognition 
award winners. Yet G, E. 
that employees needed 
psychological priming. 
Some way 
the plan clearly to new employees, 
to encourage shy employees, to 
point to aid in problems of pres- 
entation, to rekindle dissappointed 
employees. G. E. turned its per- 
project over to Henry 
Strauss & Co., producers of The 
Inner Man Steps Out and All 1 
Need Is A Conference 
kers of G.E.’s Supervisory Devel- 
opment Program. The New York 
producer's show-how, Lverywhere 
You Look, now is making its sug 


additional 


was sought to show 


suasion 


film spar- 


gestions in 100 prints being shown 
throughout the organization. 
Primarily aimed at staff person: 
the slidefilm 
nating supervisors. 


indoctri- 
Although in- 
eligible for awards, the supervisors 
(CONTINUED ON PAGE 62) 


nel, also is 


SCENES LIKE THESE MOTIVATE EMPLOYEE INTEREST IN PROGRAM 


Through this suggestion box se 
rom 


the best ideas . 
you. 


.. they come 


An idea's not much good if you 
keep it lying around in your mind... 


You've got to write it down, drop 


it in the suggestion box... 


"If anything bothers you, let me 


know. I'm here to help you! 


On the average, one of every three 
ideas submitted has paid off .. . 


"Do it, Tom, come on... you can 
write it down right now. 
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“Inside Story” Behind Films Colorful Future 


Pathe Demenstrates Good Public Relations 
Welcome Mat for Trade Press With Talks 


A‘ a press party last month, 
Pa 


the Laboratories, Inc. de- 
monstrated the most recent develop- 
ments in motion picture color pho- 
tography and processing. Host James 
Wolcott, executive  vice-presi- 
dent, explained that Pathe hoped 
newsmen would find a good deal 
of interest in the day to day opera 
tions of a big laboratory. 

During the morning session. 
Pathe’s guests were conducted on 
a tour of the lab, which is one of 
the largest in the country. In addi- 
tion to the large battery of printing 
and developing machines which are 
the backbone of the business, Pathe 
has a machine shop about as large 
as a basketball court and full of 
practically every metal working ma 
chine known to man. Another oper 
ation which might not be expected 
in a film laboratory is a print shop 
with three Linotype machines. These 
departments are indicative of the 
self-sufficiency of the lab, which can 
do not only its main job of pro- 
cessing film, but a host of related 
services as well, 

Some of the odds and ends of 
data which the newsmen learned 
were: Pathe is currently using some 
18 developing machines (which cost 


Measuring densities of color with aid 
of precise sensitometer. 


as Laboratory Puts Out 
and Tours of Facilities 


Photographer Frank Calebria checks exposure for model in 
color lighting demonstration during recent ‘color clinic.” 


75,000 to $100,000 to build and 
install); the lab prints b/w film 
at 400 feet per minute, color film 
at 200 fpm; developing machines 
run at 250 fpm; Pathe has reached 
a point where its gross volume of 
color work equals its b/w work; 
developing solutions are so carefully 
controlled that differences in’ tem- 


Careful inspection of original negatives is Lutilla 
part in assuring print perfection. 


Lundrigan s 


perature are limited to plus or 
minus 1, degree, and their chemical 
constituency is tested in a special 
laboratory almost constantly. 

In the afternoon session, Pathe 
officials demonstrated examples of 
the latest results in Eastman nega- 
tive-positive Pathecolor film. Clips, 
taken from films now going through 


Left) James L. Wolcott, executive 
vice-president of Pathe Laboratories, 
describes latest color film processing 
techniques at Pathe's ‘color clinic’ 
for trade press. 


the lab. showed an excellent  bril- 
liance, clarity and “pleasing” color. 
They gave good evidence that many 
of the problems which in the past 
have beset neg-pos — difficulty in 
raaintaining color balance during 
opticals, for one—have been licked. 

Particularly interesting was the 
process of color correction. Despite 
chemical and electric machines of 
every description, color correction is 
best accomplished by the trained 
eye and judgment of an experienced 
technician. It is possible to express 
the average color balance of any 
scene on film, or any tiny part of 
a scene in degrees of absolute color 
and density, but no machine has yet 
been developed that can establish a 
pleasing “natural” color, and main- 
tain it scene by scene, like the ex- 
perienced human eye. 

For instance, a tiny figure in an 
overall yellow-orange desert scene 
may move into an oasis which is all 
green. The figure must remain in 
balance, and what might “please” a 
set of sensitometer figures, would 
not please a film audience. 

Pathe’s color-correctors, which 
the lab believes are as skilled as any 
in the world, sit in a dark room and 
judge each film that goes through 
the lab. 

The color-corrector looks at each 
scene and calls off key numbers to 
his assistant, who marks them down 
on a chart. This is then translated 
to a sort of “IBM-type” punch 
card which travels in the printing 
machine. At the exact frame where 
a change in density or color filter 
is required, the card triggers a 
mechanism which regulates the 
amount of light supplied and the 
proper filter to make the scene 
pleasing. 

In our technical age, “pleasing” 
may seem a loose phrase, but no 
other can describe the process of 
satisfying film audiences as well. & 


Preparing color filters is Alfred Casale's job during 
critical phase of laboratory processing. 
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‘Milk for the City” 


Everyone in New England is a 
potential customer. Consequent- 
ly this film was designed to reach 
everyone in the marketing area, 
through television, theatres and 
the usual non-theatrical distribu- 
tion channels. 


H. P. HOOD & SONS 


"*The American Road’’ 


For an important anniversary 
occasion the history of a com- 
pany can be brought to life 
through the film medium with- 
out “stagey”’ re-enactments. 


FORD MOTOR COMPANY 


Hereford 
Heritage’’ 
A good working relationship be- 
tween client and MPO is ex- 
emplified by the above picture 
—Larry Madison receiving “Os- 
car” of appreciation from the 
sponsor for a job well done. 


AMERICAN HEREFORD 
ASSOCIATION 


Exit Grasshopper’ 


Through the integration of prod- 
uct demonstration with good film 
entertainment, public relations 
and sales promotion both get a 
solid pay-off. 


Some recent MPO productions which 


‘* Your Voice Is You’’ 


No other medium can help a 
man so much in job performance 
—nor instill so well in a man a 
good attitude towards his job and 
the company he works for. 


PRODUCTIONS, Inc. 


15 EAST 53rd STREET 
NEW YORK 22 | 
MURRAY HILL 88-7830 


successfully met client objectives. 


Decision for Chemistry”’ 


To date within a period of 12 
months, a total audience of 
30,677,769 persons has been 
‘reached. 


MONSANTO CHEMICAL CO. 


SHELL CHEMICAL NEW YORK 
CORPORATION TELEPHONE COMPANY 


of the North’’ 


One of a series which has proven 
to dealers that a good public re 
lations film program will pay off 
with increased sales. To date 
eight national and international 
awards received. 


AMERICAN MOTORS 
(Nash Motors) 


‘* The Canada Goose’’ 


Most people will not read writ 
ten material on conservation, but 
they will watch with intense in- 
terest a motion picture on the 
subject ... and they will remem 
ber what they have seen. 
Received 1954 National Award 
from the National Association of 
Conservation Education and 
Publicity. 
DUCKS UNLIMITED 


"*The New Mobil 


Premier’”’ 


... to introduce a new product 
to the trade and to the public— ; 
the motion picture delivers the 

most powerful impact of all me- 

dia, 


SOCONY-VACUUM 


‘©The American Farmer’’ 


One of MPO’s many award win 
ners for 1954, this is the fifth in 
lord's “Americans at Home’ se 
rics—one of Ford's most valued 
public relations activities, ce 


FORD MOTOR COMPANY 
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Cameraman Ed McGlone focuses camera 
on outrigger where it wi ride below 6 
DC-4 Mainliner used in fi ming 
Colors 


F ying 
(story below) 


“Pushbutton” Maintenance Shown 
in United Air Lines Release 

® Having won national audiences 
and contest awards with films of its 


Lnited Air 


Lines now has sponsored a motion 


transports in action, 
ground 
work which keeps Mainliners sky- 
worthy. 

Flying Colors, a color film, 
tells this story 
taken at the sponsor's San Francisco 


picture emphasizing — the 


in dramatic scenes 


maintenance base. 
DC6 


arrival at the 


“push button” 


The camera follows a from 
the moment of its 
overhaul dock through “tear down” 
for 2,000 maintenance checks, and 
subsequent “build-up” for flight 
testing and return to service. 
Plotted to interest casual viewers 


minded, Fly- 


ing Colors was produced by Cate & 


and the mechanically 


MeGlone, the Hollywood firm asso 
ciated with United's earlier prize: 
winning films. Bernard Kovnat, pro- 
motional advertising manager for 
United, supervised the production. 
Prints for free showings before 
groups are available from the com- 
pany's sales offices in BO cities. 


* 


Du Mont Lab's Growth Pictured 
in “A Story of Television” 

® With a generation already vis 
ually weaned on the cathode tube 
and heading into high school, the 
television industry is beginning to 
evaluate itself in terms. 
A motion picture version of the 
birth and 
“modern” television 


historical 
astounding growth of 
is the autobi- 
ographical matter of 4 Story of 
Television, sponsored by Allen B. 
Du Mont Laboratories, Ine. 
Produced under the direction of 
the Du Mont public relations de- 
partment, the pictorial 
history is being circulated to Du 
Mont distributors, dealers and serv- 
ice organizations as a sales promo- 


48 


tion. It initially was shown to clubs 
and colleges in Greater New York 
and Westchester and is now being 
offered (through distributors) to 
clubs, churches and schools nation- 
ally. 

Marking 1946 as the true debut 
of television as we now know it, A 
Story of Television ranges to earlier 
dates to portray the career of tv 
pioneer Dr. Allen B. Du Mont and 
the development of the Clifton, New 
Jersey laboratories which bear his 
name. 

Depicted are Dr. Du Mont’s early 
experiments with a cathode-ray tube 
that could be manufactured at a 
reasonable cost and that would last 
for thousands of hours. During these 
experiments, the film relates, Dr. Du 
Mont conceived the basic principles 


a message of interest to: 


Motion Picture Producers, Distributors, Advertising Agencies, 


Sponsors, Film Libraries, TV Film Producers and Distributors . . . & 
ALL film should be treated, if you are to get maximum results °F 

in terms of good projection and number of showings. Without 
treatment, your film—from initial release to the last booking — 


is much more susceptible to damage. And damaged film can 
result in an indifferent audience. 


of radar. Upon a security request 
from the United States War Depart- 
ment, the withheld his 
patent application. But the cathode- 
ray tube became a practical reality. 

Dr. Du Mont founded his com- 
pany in 1931, eradling his video 
infant on a lab bench in a converted 
garage in Upper Montelair, N. J. 
The first Du Mont telecasting was 
conducted over W2XWYV in Passaic, 
N. J. and the first net efforts were 
programs between WABD, New 
York, and WTTG, Washington, D.C. 

The film details Du Mont’s first 
all-electronic television receivers. 
placed on the market in 1938; the 
war-time shift to mass production 
of cathode-ray 
radar 


inventor 


instruments and 
equipment; the post-war 
emergence of the new national habit. 
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Peerless Treatment is only one of the services we offer to users 
of film, But we feel it is the most important, because its objec- 
tive is to start prints off right and keep them in good condition 
longer, It is the finishing touch and the least expensive item in 
the whole process of picture-making. Yet it safeguards millions 
of dollars invested in film. When you order prints, don’t forget 
to include “PEERLESS TREATMENT” in your purchase order. 


And, if you have film that has become “hurt” or “tired” — 
scratched, edge-nicked, brittle, warped, or just dirty and oily, 
call on Peerless service to salvage it—not only your prints, but 
also your negatives and originals. 


FILM PROCESSING CORPORATION 


165 WEST 46th STREET, NEW YORK 36, N. Y. 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 


Jack Lacy Inspires Salesmen 
With “Hitting Hot Buttons” 
* Jack Lacy, a salesman’s sales- 
man, now is fanning sales-training 
flames with Elmer Wheeler, incen- 
diary star of Selling the Sizzle. The 
Wheeler film is being joined on the 
Ideal Pictures, Inc. syndicated ros- 
ter by Hitting Hot Buttons, a new 
15-minute color subject in which 
Lacy divides the sale into three basic 
steps: approach, presentation, close. 
Two years and the experience of 
53000 salesmen went into the pro- 
duction of this sales fire-builder. 
During the past two years Ideal has 
been availing sales chiefs of 
Wheeler's 23-minute color Sizzle. 
Jack Lacy also has released a 
series of five sound slide-films which 
constitute a complete training pro- 
gram. Each lesson consists of a color 
slidefilm, a long playing 
with an individual instruction book- 
let and quizz for each salesman. 
This course is offered for rental les- 
son by lesson or for sale as a unit. 
For rental and sales details on 
the training films contact Ideal Pic- 
Inc., 58 East South Water 
Street, Chicago, Ill. or Ideal’s reg- 


record 


tures, 


ional offices. 

* 
McGraw-Hill Text-Film Reviews 
Everyday Supervisory Problems 
* Managers and supervisors may 
better cope with everyday employee 
problems supported by a new series 
of sound filmstrips for industry 
available from McGraw-Hill Text 
Films. 

Typical of the series is Com- 
plaints, (or the Case of the Red- 
dened Eyes). This film tells the sad 
story of Joan who suggested the 
plant install new lights. Two days 
after the lights were working, Joan 
almost wasn’t: the new lights hurt 
her eyes. Using the case-study tech- 
nique, this film, like the others in 
the series, winds up facing the real 
life supervisor with “what would 
you do?” 

The entire correlated 
with Lawshe’s Supervisory Problems 
in the Plant. Other titles in the 
series are: Communications (Case 
of Ben’s Problem Workers), backed 
on a record with Induction Training 
(Case of the Quick Turnover), 
Leadership Techniques (Case of 
Tim’s Three Choices), backed with 
Counseling (Case of the Absent 
Clerk), and Discipline (Case of the 
Reluctant Electrician), backed with 
Complaints. These think-it-out-your- 
self visuals vary in length from 18 
to 39 frames. 


series is 


For details on securing prints, 
write to Text-Film Department, Me- 
Graw-Hill Book Company, Inc., 330 
West 42nd St., New York 36, N. Y. 
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It’s new...all new... 


a projector that in virtually every detail of 
its construction represents startling ad- 
vances in design. Six of these important 
Signet features are detailed below—among 
them, the remarkable Geneva movement for 
smoother-than-ever filmstrip showings. 
Check over the details here...then see this 
brilliant new projector for yourself at your 
Kodak Audio-Visual Dealer's. Just mail the 
coupon for his name and address. 


1. Brighter, Sharper Pictures—Superb Kodak 
Ektanon Projection Lens (//3.5 or //2.8), 
Lumenized \ens-and-condenser system, alu- 
minized glass reflector, and 500-watt lamp 
add up to amazingly bright, evenly illumi- 
nated pictures. Projection is so brilliant 
that in most cases there’s no need for room 
darkening! 


2. $ ther Operati The Kodaslide Sig- 
net 500 Projector has the famous Geneva 
movement—a precision mechanism that ad- 
vances each frame in smooth sequence. . . 
so fast, viewers can hardly see the transi- 
tion. No jumping, no jerking. Nylon gearing 


provides positive, quiet action... assures 
amazingly long life. Film is handled gently 
by the filmstop mechanism—glass pressure 
plates separate before filmstrip can move. 


3. Faster Setups—Drop-in loading ends fuss 
because the easy-to-get-at sprocket engages 
the filmstrip immediately. Special framing 
lever makes centering fast and accurate. 
Rewind device permits quick refiling of films. 


4. Cooler Operation—Operation is cool and 
safe because the special impeller-type blower 
delivers a far greater volume of air with less 
noise than formerly obtainable. Thick heat- 
absorbing glass protects film. And the mul- 


| 
| 
| 
| 
| 
| 
| 
| 
| 
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EASTMAN KODAK COMPANY, pep. 8-v, Rochester 4, N. Y. 


Please send me the name and address of my nearest Kodak Audio-Visual Dealer 
ond further information about the new Kodaslide Signet 500 Filmstrip Projector. y 


tiple aluminum baffle system cools both 
projector and film. 


5. Automatic Leveling—Individually spring- 
loaded front legs snap into position, auto- 
matically compensating for unevenness. Back 
leg adjusts for aligning picture on screen, 


6. Top Versatility—The Signet 500 adapis 
easily to use as a 2 x 2 slide projector! Sim- 
ply remove the filmstrip mechanism and 
slip in the slide-film changer included with 
the projector. The complete slide-and-film- 
strip projector is just $98 (with //3.5 lens). 


Price subject to change without notice. 


ORGANIZATION 


STREET. 


city. STATE 


(Zone) 


i ahh 
— 
projector by Kodak | 
completely new, with the smoothest... surest... 
heey 
—_ 
. 
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“Opportunity On Wheels” Cuts 
Loose on the Soles Highway 

* Speeding toward 300 special 
screenings in the United States 
plus one Hawaiian showing—is the 
under-three-months milage record of 
Opportunity On Wheels, color sound 
slidefilm sponsored by Martin-Sen- 
our Paint Company, Chicago. 

The 20-minute film on automotive 
paints and finishes is presently 
scheduled to be seen by approxi- 
mately 2,000 automotive jobbers 
and their salesmen throughout the 
nation. Forming the primary distri- 
bution organization for Martin-Sen- 
our’s automotive paint line, these 
men will see the new film through 
screenings conducted by a staff of 
29 territorial managers. 

After the distribution indoctrina- 
tion phase, Opportunity On Wheels 
will speed out to the ultimate user 
the “man behind the spray gun. 

Opportunity On Wheels was pro- 
duced by Sarra, Inc., Chicago, and 
features Robert Trout, CBS news- 
caster, as narrator, The sales promo- 
tion slidefilm frames the paint story 
through lab, manufacture, and re- 
finisher’s shop. 

Sarra, Inc., is producing two 
other sound slidefilms for Martin- 
Senour to be used on the sales train- 


ing-promotion road. 


Pepsi's “Perils of Lurine” 

Pushes Pop Sales at Drive-ins 

* Evoking shades of Pearl White is 
a new |-minute, 58-second animated 
color cartoon sponsored by Pepsi- 
Cola Company——The Perils of Lu- 
rine. The thimble comedy is being 
offered to motion picture exhibitors 
to fan the sale of ice cream, candy, 
popcorn and especially soft drinks 
during the customary double feature 
refreshment break at drive-ins. 

The Perils of Lurine, produced 
by Brandt Enos Associates, New 
York, is an ink parody of The Perils 
of Pauline and similar oldtime thril- 
lers in which Pearl White and other 
cliff-hangers made early motion pic- 
ture history. A penline hero, heroine 
and villain, nagged by a gag com- 
mentary and piano accompaniment, 
chase their way into a 20-second 
sales message climax. 

Story of Merion Bluegrass 
Told in 16mm Color Picture 
* The life and times of a new type 
of commercial grass is told in Mer- 
ion Bluegrass—lts Discovery and 
Development, a 16mm color film 
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PICTURE PARADE 


ne 


NEWS ABOUT PICTURES AND THE PEOPLE WHO MAKE THEM 


sponsored by the Merion Bluegrass 
Association. 

The 12-minute picture traces the 
discovery of the new Merion blue- 
grass on the 17th tee of the Merion 
Golf Club, Ardmore, Pa.. to its 
present-day use. Sequences covet 
scientific breeding, planting, grow- 
ing and seed harvesting on the West 
Coast. Other sections portray the 
grass’ use on athletic fields, golf 
courses, home lawns. 

The film is loaned free (except 
for return transportation) from the 
Turf Research Foundation offices at 
208 S. La Salle St.. Chicago, Ill. 
and 101 Park Ave., New York 17. 


N. Y. Prints can be purchased for 


$75.00 each, plus $8.65 for film can 
and permanent fibre mailing and 
carrying case—or a total of $83.65 
f.o.b, Chicago. 


Life’s “‘World We Live In” 

Shown in Wide-Screen Form 

* Life Magazine is traveling a lec- 
ture and film unit throughout the 
country this year, and by next sum- 
mer expects to have played in over 
150 cities. 

Called Lecturama, the unit is 
headed by narrator David Hardy 
and contains a portable screen, 30 
feet wide, 16mm sound projector, 
and four slide projectors. 


SOUND 


1909 BUTTONWOOD STREET + PHILA. 30, PA. 
Ritrennouse 6-1686 


of Dine 
Brolives 


35 MM-16 MM-COLOR-BLACK & WHITE 


SYSTEM 


Herb Parsons, noted exhibition shooter, 
appears in new Olin film. 


Arms Division of Olin Company 
Sponsors Two New Pictures 

* Two new films are now in pro- 
duction for the Arms and Ammuni- 
tion Division of Olin Mathieson 
Chemical Corporation. 

One, as yet untitled, will be a 30 
minute color film featuring Herb 
Parsons, the “world’s greatest ex- 
hibition shooter.” Production of the 
film is under way at Sound Masters, 
Ine. 

Another Olin Mathieson color 
film soon to be released is The White 
Tailed Deer, with production by 
RKO-Pathe, Inc. 

Olin Mathieson’s Arms and Am- 
munition Division manufactures 
Winchester rifles and shotguns and 
Western ammunition. The films will 
be offered to sporting groups, men’s 
clubs, civic groups and television 
stations free of charge. 

Alcoa Briefs Sales Force 
with Slidefilm on PR Function 
* Public Relations—Its Story, a 
new color slidefilm, is being used 
by the Aluminum Corporation of 
America to explain the function and 
advantages of a public relations de- 
partment to sales employees. 

Produced by Kling Studios, Inc., 
Chicago, the program translates 
ideas and thoughts by means of ab- 
straction supported by narration 
and musical background. 

+ 

“What Makes A City Great” Sent 
Overseas by U.S. Info. Service 

* International showings of What 
Makes A City Great, a 10-minute 
Kodachrome theatrical /tv film made 
for the Greater New York Fund, are 
being offered by the United States 
Information Agency. The Agency’s 
information centers throughout the 
world have requested films on Ame- 
rican public service organizations 
for distribution to foreign profes- 
sional, medical, public health and 
welfare associations. 

Produced by Transfilm  Incor- 
porated for the New York Fund, the 
film has been entered for awards 
in a number of national and inter- 
national film festivals. 
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THE WORLD'S MOST COMPLETE ASSORTMENT 
OF PHOTOGRAPHIC EQUIPMENT FOR 


New PROFESSIONAL JUNIOR 
Adjustable wood BABY TRIPOD 


—for Prof. Jr. friction 


and geared heads PACKAGED LIGHTING WITH ‘ 


COLOR-TRAN 


— studio lighting in a suitcase 


“controlled 
action" 


SMALL GYRO 
TRIPOD 


Two speeds—siow and fast 
—for both panning and tilting. 
Helps you capture fine scenic views 
and fast-moving sports events. Espe- 
cially recommended for 16mm Mitchell, 


imagine being able to use two 5000 watt units 


on a 30 amp. fuse — COLOR-TRAN will do it! Senior Kit 
lémm Maurer, B & H Eyemo Kit contains 2 light heads, 2 Superior stands and 
\ and similar cameras. $600 proper size COLOR-TRAN converter to match. $237.50 j 


Packed in compact case. 


Other style 
Write for COLOR-TRAN Catalogue. kits available, | 
{ | 
} i 
4 
Presto-splicer 
| GIVES PERMANENT SPLICE 
IN 10 SECONDS! 
STOP MOTION MOTOR FOOTAGE TIMER 
| FOR CINE KODAK SPECIAL 
Dual model for both lémm 
| 3 Runs forward or reverse, 110 and 35mm. Large white num- GRISWOLD 
# AC synchronous motor with frame erals on black background. Accu- 
. 3 counter. May be run continuously rate reset dial. Switch controlled HOT FILM SPLICER 
or for frames. by operator, who selects either 
} 4 mounts special s. 16mm operating at 36 feet per 
. $550 minute—or 35mm operating at Model R-2 for 35mm silent ond sound 
’ e 90 feet per minute . . . or both film. Precision construction makes it easy 
Also tn $95 to get a clean, square splice with accur- 
f Motors mm—35mm 
Single model, either 16mm or ate hole spacing. Nothing te get out of 
cameras, 35mm $45 eld type for non-perforated 
or perforated film. témm, 35mm or $65 
70mm. 
: $547.80 Also Bell & Howell 8mm, lémm and 
or 38mm modelo 35mm Hot Splicers and 8 & H Lebora- 


*9.5mm Lenses in 16mm C mount. 18.5 (extreme wide angle-fiat field) Lenses 
available in mounts for all 35mm Motion Picture Cameras. *PHOTO RE- 
4 SEARCH Color Temperature Meters. *Electric Footage Timers. *Neumade 
and Hollywood Film Company cutting room equipment. Griswold & B.&H. 
Hot Splicers. *DOLLIES * Bardwell-McAllister, Mole Richardson, Century and 
Colortran Lighting Equipment. Complete line of 16mm and 35mm Cameras. 


4 | 
| 
- 
* 
‘ FAMOUS Has substantial shoe and spur 
4 
/ Measures from floor to flange 
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| 
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Seagram Promotes Tourist Sale 
With Bermuda Film Showings 

bask in Ber- 
muda have another tourist advan- 
tage. When they head home, the 
law allows them to cart along one 
gallon of duty-free liquor. Joseph 
Ek. Seagram & Sons, Lid., of Mon- 
treal, is using the celluloid sell to 
make sure these vacationers select 
the correct 


* Americans who 


souvenir. 

Seagram has been making its 
broad hint with 25 Under Par, a 
golf championship film shown dur- 
ing social interludes at 11 Ber- 
muda hotels. Supported by posters, 
dinner announcements, menu foot- 
notes, newspaper ads, Seagram mix- 
ers and matchboxes, the film marked 
Seagram departure from the fold- 
er-brochure which the 
Bermuda liquor competitors had 
heen content to play. 

Audio-visual 
new to the Seagram sponsorship 
which has fathering films 
and slides for some time. But the 


league in 


punch is nothing 


Bermuda bit was an innovation in 
that area and developed from out- 
side suggestion. Seagram and _ its 
agency, Irwin Viadmir & Co., ae- 
cepted the idea from Eugene De- 
mick, 


Picture 


president of Bergen Motion 
Teterboro, N.J. 


This service is handling the promo- 


Service, 


tion and presentation of an excit- 
ing 1952 color-sound filming of the 
annual Canadian Open Golf Champ- 
ionship, an event sponsored by 
Seagram since 1936, 

tourist 
play centers in the hotels, Demick 


Because the Bermudan 
borrowed their ballrooms for Sea- 
gram movie theatres. Projectionist 
reaction and 
attendance at hotels (some 
1500) viewers March 15 to 
September) justified extending the 
hotels. Now Sea- 
gram is mapping a promotional 
film “chain” in Nassau, the Virgin 
Islands, and Acapulco, 


Mexico. 


reports on audience 
eight 
from 


matinees to 11 


possibly 


Hurricane Havoc Is Filmed 

® The shrewish handiwork of Carol 
and Edna—two of the most destruc- 
tive hurricanes to whip the New 
England coast in many a moon is 
being recorded in a motion picture 
Adjust 
ment Bureau, New York insurance 
adjusters. 


sponsored by the General 


Working on location northward 
from Montauk Point through Rhode 
Island and parts of Massachusetts, 
camera John F. Ward 
Associate Productions, New York 
City, are filming the millions of dol- 
lars worth of 
wrought by 


crews of 


property damage 


these storms and the 


rehabilitation efforts. 
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Revised “Tel 'N Sell" Package 
Ready for General Distribution 
* Pending the 


video-phones as 4 person-to-person 


development of 


communicator, there is still plenty 
of need for training in standard 
telephone skill in the sales world. 
Tel ’N Sell, a package telephone 
training meeting, originally pro- 
duced for the Minnesota Mining & 
Manufacturing Company by The 
Jam Handy Organization has been 
revised for general distribution by 
The George Reuter Organization, 
Inc.. of Chicago. 

The field-tested package teaches 
its audience how to use the tele- 
phone to make sales, increase the 
order, get appointments for sales- 
men, help with delivery problems 
how to make the voice box a com- 


Business film 
producers for 
twenty-nine years 


Slide films ¢ Motion pictures ¢ Films for TV 


mercial asset instead of a customer- 
killer. 

Taking its name from the title of 
a 12-minute sound slidefilm which 
is its major audio-visual component, 
the Tel ’N Sell package has been de- 
signed to apply to any company’s 
sales training curriculum. 

Slidefilm dramatizations show how 
good will and sales depend on tele- 
phone Trailer frames 
conduct a quiz to test the sales 
audience on points made in the 
presentation and to stimulate dis- 
cussion of local situations. Helping 


technique. 


the meeting leader is a guide which 
explains how to set up the projector, 
screen, charts, how to arrange for 
audience seating and comfort. 
Charts, bulletin board pictures. 
phone cradle “Tel Sellagrams” 


at 


- Horizons” 


or 
RICHFIELD OIL 
CORPORATION 


BUSINESS 


Slam-m-m goes the phone and a sale is 
ost... a4 scene in ‘Tell 'N Sell 


and a desk calendar handout all 
function with the slidefilm to school 
personnel in phone-craft. The charts 
confront the audience with such 
homilies as “Ask as you'd be asked; 
answer as you'd be answered,” and 
“Nobody ever won an argument 
with a customer.” 

Illuminating these points, the 
slidefilm shows how to turn a pros- 
pect into a customer with courtesy ; 
how immediate answering and 
proper connection builds good will; 
the magie of “Thank You;” how to 
avoid the four “imps”—impatience, 
impulsiveness, impertinence and im- 
prudence. 

Tel “N Sell places its how-to-do-it 
images in a larger picture: the full 
importance of the telephone in the 
company’s total activity. It reminds 
personnel of the time, effort, money 
expended by the company to make 
the phone ring. Viewers are shown 
that behind the phone call are prod- 
uct research, manu- 
facture, man-power, promotion. 
When the phone rings, Tel "N Sell 
tells its sales audience, the entire 
company effort is about to pay off. 
Its up to the representative who 
picks up the receiver to see that the 
call does pay off. 


engineering, 


Produced at an original cost of 
$15,000, the revised training pack- 
age is now available for $165.00 
from The George Reuter Organiza- 
tion, Inec., 450 East Ohio St., Chi- 
eago 11, IIL 


a a 


Bell & Howell Gives Sound 
Instructional Film to Buyers 
* Practicing what it commercially 
preaches, Bell & Howell Company 
is sending a short sound motion 
picture with each of its magnetic 
recording projectors to teach the 
purchaser how to use the machine. 
The purchaser watches the movie 
and listens to the sound track. The 
track tells him how to flip the right 
switches to record his own voice 
magnetically on the same film. The 
recording is made on a stripe of 
magnetic material adjacent to the 
regular sound track. Magnetic re- 
cordings can be erased and _ re- 
recorded as often as desired. 
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How you can get “original” quality in your 
16mm color release prints 


For an audience impact that impresses every 
viewer with your movie-making skill, be sure your 
release prints are on a film that truly duplicates 
your original— Ansco Color 16mm _ Duplicating 
Film, Type 238. 

Ansco Type 238 is especially designed to give the 
most faithful reproduction of 16mm color films. 
You can count on it for a “smash hit” presenta- 


tion of your fine work because it assures you of: 


TRUER COLOR REPRODUCTION 
SHARPER DEFINITION 

CLEANER, WHITER WHITES 
HIGH-FIDELITY SOUND 

Acquaint yourself, today, with this superb dupli- 
cating film. Authorize your laboratory to make up 


your next order on Ansco Type 238 and you'll be 


convinced it’s the finest. 


Ansco 


Binghamton, N. Y. A Division of General Aniline & Film Corporation. “From Research to Reality.” 
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Specify 
Ansco Color 
16mm 
Duplicating 
Film 
Type 238 
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Aware a company to do things 

in a big way, Calvert Dis- 
tillers Corporation this year chose 
the panoramic filmstrip technique 
to aid live speakers in the presenta- 
tion of its Fall 1954 advertising, 
sales promotion and merchandising 
campaign to salesmen and distribu- 
lors across the country. 

Tithed Powered for Progress, the 
visualized presentation utilized color 
projection on three screens to illus- 
trate the commentaries of six top 
company executives. Although the 
screens changed in intricate pattern, 
speakers controlled the changes by 
means of a single push-button. This 
control enabled each executive to 
ad lib at will, thus personalizing his 
presentation. 


Six Crews in the Field 

Six complete Pan-Screen set-ups 
projectors, screens and control 
were employed in simultaneous 
showings in the field by six visual 
crews, each serving with a Calvert 
executive. All equipment for the 
promotional presentation was fur- 
nished by the producer, Training 
Films, Ine., of New York, whose 
staff also trained the company men 
in its operation, 

Initial presentation of the Calvert 
show was made before 150 state and 
divisional managers and wholesale 
executives at the Belmont Plaza 
Hotel in New York City. Top execu- 
tives participating were Edgar E. 
Guttenberg, vice president; Walter 
C. Houghton, Calvert advertising 
manager; Benjamin D. Frost, adver- 
tising and sales promotion manager 
for Carstairs Whiskey; Nathan 
Ames, sales promotion manager for 
Calvert, and Leonard Asher, 
ant sales promotion manager. 


assist- 


Theme Presentation Developed 


Mr. Guttenberg opened the show, 
sounding the theme of the com- 
pany's new promotional campaign 
Powered for Progress—-which was 
developed on the 30-foot 


Thereafter appropriate 


screen. 
executives 
handled picture sections describing 
advertising, promotional and mer- 
chandising efforts being put behind 
the company’s three leading brands. 

Mr. Guttenberg reappeared with 
a picturized report on the results 
of a national survey by Lennen and 
Newell (advertising agency for Car- 
stairs and Calvert Reserve) to deter- 
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Calvert Uses 
Pan-Screen 


DISTILLER PRESENTS PROMOTION 
PROGRAM ON 30-FOOT SCREENS 


mine what Americans really want 


in a whiskey. He demonstrated, 
screenwise, the philosophy that lies 
behind Calvert Reserve’s current 


advertising and showed the develop- 
ment of the slogan “Smoother Going 
Down.” Mr. Ames wound up the 


color 


ART 


FOR 


35mm filmstrips 


show with a pictorial presentation of 
the sales promotion pushing this 
brand. 

Highlights of the Pan-Screen pre- 
sentation, which comprised 536 
frames projected by three synchro- 
nized 1000-watt projectors, were 
panoramas of Lord Calvert’s “Men 
of Distinction” ads for the past 10 
years, 24-sheet posters, bar canopies 
and back-bar displays. 

Use Flexible “Build Up” 

Full advantage was taken of the 
flexible intermittent film-advance 
which enabled speakers to build up 


elements of ads in a succession of 


@ 25mm color release prints 


@ Kodachrome printing 
6 16mm Kodachrome enlarged to 35mm 


Let our Tri-Art Color Specialists show you how 
to make prints that will do a better selling job. 


Tri-Art Color Corp. 


Gentlemen: 


Nome 


245 WEST 55th STREET, N.Y. 19, N.Y. * 


Address... 
City & Zone — 


co LOR\ CORPORATION 


PLAZA 7-4580 


For Complete information on Any Phase of Color or 
Black & White Printing Fill in Coupon and Mail. 


245 West 55th Street, New York 19, N. Y. 


Please send me more information on 


single-screen changes—to pop a Car- 
stairs mirror into a girl's out- 
stretched hand, to show a casual 
passer-by being drawn into a pack- 
age store by Calvert window dis- 
plays and door signs. 

The New York showing was the 
first of 50 presentations made within 
a three-week period before more 
than 3,000 district salesmen in Balti- 
more, Boston, Chicago, Dallas, 
Denver, Los Angeles, Louisville, 


mechanism above 


advance 
changes scenes in predetermined patterns 
on wide screen program. 


Automatic 


Miami, Newark, New Orleans and 
San Francisco. 

The entire production and all 
field presentations were under the 
supervision of Bernard Derringer, 
Calvert’s assistant merchandising 
manager. Mr. Derringer reported: 

“This was the best presentation 
of its type that Calvert ever had. It 
fully accomplished its purpose of 
exciting its audiences and enlisting 
the salesmen’s enthusiastic support 
of Calvert’s fall drive. We have 
found out that how you show is as 
important as what you show. Calvert 
feels that this Pan-Screen presenta- 
tion more than did justice to our 
huge advertising and promotion ex- 
penditure for this period.” Le 

* 
Zonolite Boosting Insulation 
With 18 Filmed Theatre Ads 
* Taking advantage of the ready- 
made audience in local theatres, the 
Zonolite Company of Chicago is 
building an impressive supply of 
motion picture commercials to bring 
its home insulation story to the pub- 
lic. Five new Ansco Color “shorties” 
released through A. V. Cauger Film 
Service, Inc., Independence, Mo., 
bring the company’s dealer-aid film 
total to 18. 

Zonolite dealers now using movies 
through one of the five distributors 
of the Association of Theatre Screen 
Advertising Companies can request 
the Zonolite films for use in their 
regular scheduled programs. 

The films illustrate the various 
building material dealer 
and show the home owner how 
easily he can insulate with Zonolite. 


services 
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HOLLYWOOD:"SYNCHRONIZERS 


16mm 
35mm 
16/35mm 


Match 16 and 35mm 
frame for frame 


40 frame rollers (1 linear foot) ¢ Veeder-root setback counter 
® Undercut sound track and picture rollers and guides @ Pre. 
cision needle bearings for free running ® Calibrated adjust- 
able frame dial on stabilized, counter-balanced weighted frame 
© “Swing-away” guide arms @ Fingertip release @ Precision ma- 
chined interchangeable parts allow flexible add-a-unit feature. 


lémm—2 gang $127; 3 gang $160; 4 gang $192 
35mm—2 gang $145; 3 gang $177.50; 4 gang $210 
16/35mm Comb—1-35 & 1-16 $185; 1-35 & 3-16 $240 


Other units available upon request. 


New! 16mm HOLLYWOOD JR. 
Sound/Picture Continuous Printer 


Now used by Labs., Producers, 
Distributors, Schools, etc. Prints 
from negative, positive, Koda- 
chrome or Ansco color, Expo- 
sure meter controls light den- 
sity; curved printing head — 
separate apertures. Printing 
lamp operates * volt 
5: cell. Capacit 

B. Hollyw $167.50 


POWER PACK AVAILABLE for steady 
printing lamp current supply. Con- 
verts 110-120 voit AC to DC at 
proper voltage; f.o.b. L.A..$39.50 


COLORTRAN'S 
NEW COMBINATION KIT 


All Hollywood 
Type Control 
included in this 
Newest Kit of 
ColorTran’s 
Famous 


“Packaged 
Lighting” 
ColorTran re. 
places heavy, 
cumbersome, ex- 
pensive equip. 
ment. Ideal for 
studio and loca- 
tion shots... “a 
studio in a suit- 

case.” 


Imagine being able to use 5000 watts of light from ordinary 
house current. This New Combination Kit includes Senior 
ColorTran Converter, Senior Groverlite with Senior Stand, 
Junior Groverlite with Junior Stand, ‘’750" Spot with two dif- 
fusers, gator grip spot clamp, complete Gobo stand with Flag 
and Net. Com pl packaged in two fibre cases, easily 
portable. Comple' . $293.75 


Other ColorTran Kits available. Write for ColorTran Catalog 


NEW 


ULTRA-RAPID 


Bridgamotic R-TV, 52” high x 47” long x 30” wide— 
one of 12 models, including color machines. 


; for TV Stations, Industrial 
Producers, Photo-finishers, 
Microfilmers, Colleges, 
Small Labs., etc. 


@ Entirely automatic, requires little attention 
and no special skill. 


@ Develops your film within minutes after 
the shooting. 


@ Protects your precious negatives and 
soundtracks and clean dries in minutes. 

@ Assures sharp, clear, permanent image. 

@ Daylight operation--no darkroom required. 

@ Requires only 100’ leader—clears machine 
in 3 minutes, 


@ Built-in air pump for squeegee blow-off 
and agitation, Thermostatic control for 
pressure spray jets. 


@ Recirculating pump, agitation for bleach, 
clear and second developer. 


®@ 3 speeds for different film emulsions. 

®@ Stainless steel tanks with water jackets. 
WRITE FOR ILLUSTRATED BROCHURE 
Among recent Bridgamatic purchasers are 


S. Army, Frankford Arsenal, Philadelphia, Pa. 
|. Dupont Inst. (Nemours Foundation), Wil., Del. 
. S. Naval Microfilm Laboratory, Washington, D.C. 


A PRODUCT OF FILMLINE CORP, 


MOY 16 & 35mm 
EDGE NUMBERING 
MACHINE 


IDENTIFIES FILMS INSTANTLY 


Save many man hours now lost 
classifying films without titles 


The Moy edge numbers every foot of 16 and 35mm film 
and simplifies the task of checking titles and footage. Re- 
places cue marks, perforations, messy crayons, punches, 
embossing and other unsatisfactory methods which muti- 
late film. Work prints showing special effects, fades and 
dissolves require the numbering to keep count of the 
frames cut or added. Multiple magnetic tracks in Cinema- 
Scope stereophonic recordings make edge numbering 
mandatory. 


Among recent purchasers are 
Columbia Broadcasting System, N.Y. 
Moody Bible Institute, Los Angeles 
American Optical Co., Buffalo, N.Y. 
Cineramea Productions, New York 


WITH NEW, IMPROVED 
INKING SYSTEM 


$2475 


BARDWELL & MCALISTER 
MULTIPLE STRIPLITES 


Jor Snot 
or Blood 


EXTENDS 
from 

4 to 15 ft. 
high 


For indoors and out 
doors. 3 Striplites, 
each with 4 swivel 
sockets and switch, 
holds twelve 150W 
R40 lamps —totaling 
1800W illumination, 
Folds compactly in. 
to portable size. 
Tripod stand has 
two folding 114" tubular steel arms 286" long, to which striplite 
lamp heads are attached, Each head measures 2" long x 2'<"" 
x 3” high; includes weatherproot cable and plug. Rolling stand 
has three 4” rubber tired casters, Can also be used with Color 
Tran converters. Excellent condition. Original U. 8, Government 
Cost $180; Priced at a fraction of its original cost.. Only $29.50 


Same with One Striplite, holds four 150W projector lamps $22.50 
Multiple Striplite Lamp Heads Only phe $ 4.95 
Telescopic Tripod Stand Only with 3 brackets ...» $19.95 
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Duncan Hines, o new TV star. 


TV Viewers to “Dine” with 
Duncan Hines in Sarra Series 
* Duncan Hines, dean of American 
menus, offers some morsels of food- 
recipe advice in a new series of ty 
film commercials sponsored by the 
Nebraska Consolidated Mil!s Com- 
pany, Omaha, Nebraska. 

Produced by Sarra, Inc., Chicago, 
through the Gardner Advertising 
Company, St. Louis, Mo., the series 
of four 60-second and four 20-sec- 
ond adpix features the Duncan 
Hines line of cake mixes and the 
buttermilk pancake mix. 

In convivial, 
setting, the noted authority shares 
his knowledge with 
aceenting baking possibilities. 

Making of Canadian Currency 
Shown in Bank of Canada Film 
® Money In Your Pocket, a new 
lomm, 24-minute color film 
sored by the Bank of Canada is cur- 
rently showing Canadians how the 
crisp folding stuff got there. 

The motion picture deals with the 
many 
through in its manufacture 


across-the-table 


homemakers, 


spon- 


processes paper money goes 
from 
the artist’s designing board to the 
final printed signature —before it is 
put into circulation by chartered 
banks. 

The documentary illustrates the 
safeguards which protect the econ- 
omy against forgery. It shows how 
steel printing plates are made and 
how the special paper—-the only 
paper of its kind —must be guarded 
and counted carefully from the mo- 
ment it is manufactured at the paper 
mill, 

Shown are the delicate lines of 
print on paper money which remain 
sharp for a long time—valuable in 
identifying a note as genuine. The 
prime making 
Canadian paper money that is easy 
to recognize, hard to duplicate. 

The public service picture was 
produced by Crawley Films Limited 
when the new issue of 1954 bank 
notes was being developed and sev- 


consideration — is 


eral scenes scrutinize the new cash. 
The film is being circulated through 
community libraries in Canada, 


Animated Cartoon Helps General Mills Tell 
Story of Corporate Growth to Shareholders 


*® Kip Van Winkle was re-awakened 
for the benefit of General Mills, Inc. 
stockholders recently. The champion 
hibernator of the Catskills popped 
up in a busy color cartoon featured 
during regional stockholder meet- 
ings. 

General Mill's use of audio-visuals 
to stimulate its stockholder meetings 
was reviewed by Business Screen 
during the 1954 regional meeting in 
the Bismarck Hotel, Chicago. At- 
150 stockholders 
and company officials, the meeting 
was conducted by Harry A. Bullis, 
chairman of the board. 


tended by some 


Vocal financial reports were high- 
lighted by color slides employing 


FILM LABS, INC. 


fractional and full screen chart sym- 
bols and by a 10-minute animated 
film, Rip Van Winkle Returns, pro- 
duced by Dudley Pictures Corpora- 
tion, Beverly Hills, Cal. 


Income Facts Visualized 

Completing its 26th year, General 
Mills has grown from a single-celled 
milling company to a corporate giant 
with highly diversified profit-making 
enterprises. During the June 1, 
1953-May 31, 1954 fiscal year, Gen- 
eral Mills realized net earnings of 
$11,188,853. Of the total sales 
of $487,587,179, 50% was contri- 
buted by flour, 17% by formula 
feeds, 20% by package foods and 
13% by chemical and mechanical 


products. Common stock earnings 
were $4.50 per share. 

To clarify the relationship of these 
figures to corporate activity, the 
regional meeting amplified a 24- 
page report booklet, illustrated in 
color and containing a complete 
breakdown of the organization’s di- 
versified interests, its operating ex- 
penditures. 

While the printed report is a clear 
statement of financial history, the 
technique of the meeting was to en- 
courage stockholders to participate 
in an appraisal of its contents. 
Speaker reiteration of the report, 
illumined by color pictures, height- 
ened the report’s philosophical mes- 
sage, that—through diversification 
and improvement—the “future is 
our frontier.” 


Discussion Follows Film 

When a cordial, jet travelling car- 
toon “General” Mills aroused cotton- 
bearded Rip to the fact that the 
mill from which Rip acquired a 
stock certificate in 1928 now is con- 
siderably more than a mill; the au- 
dience of stockholders was awakened 
to an articulate interest in the means 
by which the management plans to 
make use of its frontier. 

In a post-movie discussion period, 
Chairman Bullis and other officials 
answered questions prompted by the 
formal speeches and the film images. 
From the illustrated meeting and the 
booklet, the stockholders learned de- 
tails of product perfection, sales pro- 
motion, labor relations, taxes, and 
the building of new markets. 

* * 
Better Farm Methods Films 
Described in '54 USDA Booklet 
* Animated raindrops, voracious 
grasshoppers and rural co-ops typify 
the subject range of films listed in 
“Motion Pictures of the U.S. De- 
partment of Agriculture,” the 1954 
(No. 14) agricultural handbook 
published in the interest of farm 
educators. 

The illustrated 62-page catalogue 
lists 16mm, 35mm sound and silent 
films and slidefilms, giving a brief 
summary of contents with each title. 
Film use, handling, distribution and 
television status are treated. State 
film libraries that lend USDA films 
are listed. USDA pictures are de- 
signed to demonstrate new agricul- 
tural methods and stress better con- 
servation practices. 

The catalogue is for sale by the 
Superintendent of Documents, U.S. 
Government Printing Office, Wash- 
ington 25, D.C., for 25e. Copies are 
being sent to cooperating film li- 
braries for additional distribution. 

* * 
* A film’s success is measured by 
size and response of its audience. 
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Film Production Method Uses 
TV Technique to Cut Costs 


* A new system of film production 
is now under experiment by « 
British producer, High-Definition 
Films. Essentially, the method being 
used is a combination of television 
and conventional film production 
and the resulting output—on 35mm 
black and white film—is said to 
closely approach quality standards 
of normally photographed 35mm 
film. 

High-Definition Films, which is 
headed by former B.B.C. program 
chief Norman Collins, uses three TV 
cameras and a typical TV control 
board and makes kinescopes of the 
final output without any further 
editing being required. The im- 
provement in quality over conven- 
tional kinescope films is mostly due 
to the over 700 lines definition (as 
in French television) as against the 
405 lines of British TV or the 525 
lines on American screens. The 
equipment used was specially de- 
signed and developed by British 
electronic firms and engineers of 
High-Definition Films. 

Norman Collins has stated that 
the greatest benefit his system will 
have is reducing the time and cost 
of film production. After careful 
planning and a few dry runs, High- 
Definition Films claims to be able 
to turn out 45 minutes of completed 
film a day. 

This British system is, somewhat 
similar to that which has been used 
by some American producers several 
years ago. Kinescopes made on 
closed circuit have been made here 
with some frequency, but have suf- 
fered from the reduced definition 
of the 525 line screen. Other pro- 
ducers have shot 10 to 20 minute 
continuous segments on three con- 
ventional l6mm or 35mm _ film 
cameras, all in constant operation, 
with vidicons mounted on the same 
tripods. The editor, in this system, 
cues the film in each camera auto- 
matically from the vidicon pictures 
in a control booth so that a final 
film edit takes only a matter of a 
few minutes. 


PHOTOSTATS 


on ACETATE 


Another NEW addition to the 
many services offered by 


ADMASTER PRINTS, inc 
1168 - 6th AVENUE, N.Y. 


STATS - PHOTOPRINTS - SLIDES 
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Full-length show 
without changing reels! / 


show (4000 ft.) with one projec- 


AUDIO-VISUAL PRODUCTS 


RADIO CORPORATION 
of AMERICA 


SNGINEERING PRODUCTS CAMOEN. HS. 


In Canada: RCA VICTOR Company Limited, Mentres! 


Now ... for industry, business, and education . . . 
for indoor and outdoor events . . . here’s powerful, 
new equipment for BIG-SCREEN 16mm _ showings. 

RCA’s Two New Porto-Arc Projectors now 
offer you the “Thread-Easy” film path and RCA 
sound... AND the power of RCA’s new arc lamps. 

The 10-ampere lamp delivers 750 lumens of light 
... gives brilliant pictures on screens up to 12 feet 
wide . . . requires no venting .. . and runs a com- 
plete two-hour show without changeover. 

The 30-ampere lamp delivers 1600 lumens. . . 
projects theatre-quality pictures on screens up to 
18 feet wide. One set of carbons projects a full 
2000-foot reel. 

COMPLETELY NEW DesIGN of the new RCA 
Porto-Are Projectors has taken into account your 
demands for a truly portable are projector. The 
RCA Porto-Arc is self-contained in five easy-to- 
handle cases—can be set up or prepared to travel 
in a few minutes. 

CuEeck with your RCA Audio-Visual Dealer 
on the New RCA Porto-Are Projectors . . . or 
MAIL Coupon Now. 


Audio-Visual Products, Dept. K-25 
Radio Corporation of America, Camden, N. J. 
In Canada: RCA VICTOR Company Limited, Montreal 


Please send me information on the new RCA 16mm 
Porto-Are Projector. 


Name 
Organization — 
Address 
City Zone 
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e us gives your films a new appearance, a new life. 
Our exclusive RAPIDWELD 


lous treatment and expert care 
* To list only a few: 
Asen., Nat. Audubon Soc., 


Steel, Penn. Water & Power, 


George W. 


America’s most versatile 
sound slidefilm projector. 
Compare and you'll buy 


Only SOUNDVIEW offers these unex- 
celled features: Removable 8” speaker 
with 25 ft. cable for best placement in 
front of large group audience. Standard 
and long playing records. High quality 
sound, Brilliant picture. Fan forced air 
cooled. Easy operation. Compact, light 


scratch removal 


COSTS LESS THAN YOU THINK! 


Films are couriers of goodwill for your 
their message. Scratched, dirty film prints not only dim your 
message but deliver an unwanted message of their own 
you are careless of your company’s prestige. You'd be surprised 
how little it costs to keep up appearances. A short vacation with 


process chemically 
film so that imperfections like seratches, “rain”, oil-stains and 
brittleness disappear—your film looks like new! 


Why not join the scores of Business Screen readers* who regu- 
larly send us their precious originals, negatives and prints se- 
cure ip.the knowledge that they will receive our prompt, meticu- 
for only pennies per foot. 


Aetna Life, Bell Telephone. 
RCA-TV, CBS-TV, ABC-TV, Ziv TV, 
Aleoa, Am. Can, Am. Cyanamid, Ford Motor, Gen. Electric, 
IBM, Pan Am. Airways, United ; 
Swift, 
Colburn Lab., Ace Film Lab., Caravel Films, Color 
Service, Jam Handy Org., Mecca Film Lab., 
Sarra, Transfilm, Warner Bros., United Artists, Paramount. 


16 and 35 mm 


ORIGINALS NEGATIVES KODACHROMES PRINTS 
RAPID FILM TECHNIQUE, INC. 


established 1939 


21 West 46th Street e New York 36, N. Y. e JU 2-2446 


SOUNDVIEW 


company —whatever 


reconditions 


Medical 


Am, 


Airlines, E. 1. duPont, U. S. 
Ansco, Eastman Kodak, 


Precision Film Lab., 


in weight. Projector is removable, can 
be used as independent remote push- 
button control projector for 35mm strip- 
film. Automatic operation on either high 
or low frequency systems. 300 watt and 
500 watt models available. Accommo- 
date all 2 x 2 slides. 


AUTOMATIC PROJECTION CORPORATION 

29 West 35th Street, New York 1, &. Y. 
Please send brochure on complete line of 
SOUNDVIEW audio-visual equipment for 
either automatic of manual sound siidefilm 
operation, also information on 35mm _ remote 
control pushbutton stripfilm projectors only. 


NAME 


ADDRESS 


cITY ZONE... STATE 


| Exhibits at 3rd Annual Advertising Essentials Show 
Include a Wide Variety of Sight and Sound Media 


/*@ Some unusual exhibits will be 
displayed at New York’s Third Ad- 
vertising Essentials Show at the Bilt- 
more on November 15th, 16th and 
‘17th. 

The Taylor-Merchant Corp. adds 
a fourth dimension—smell—to 3D. 
| Odors permeate the air as the viewer 
‘of a stereo picture both sees and 
smells anything from perfume to a 
chocolate bar. The smell, which has 
been applied via a printing press, 
|is guaranteed to last at least ten 
_months. The slide itself is imprinted 
with the particular smell desired 
and is shown in a paper-board, col- 
lapsible stereoscopic viewer. It fea- 
tures ground and polished glass len- 


ses, a built-in focussing device and 
accommodates standard slides. This 
sales aid can also be imprinted. 


| 
| Here’s Your Talking Ad 
Sight and Sound Enterprises, New 
| York, makes paper talk in a “talk- 
||ing” ad, which is a process of re- 
'|cording on paper. To do this, any 
[printed piece of paper is processed 
|| with a coating and lamination, and 
'|then has a sound track put on it. 
The record is usually perforated 
around its circumference to permit 
easy removal from the page, and 
can be made in any speed. 
Tele-Rama, Inc. will demonstrate 
simulated animation based on a 
color transparency made from the 
advertiser's own original artwork. 
and attached to a molded plastic. 
Those parts to be animated are 
placed in relief by shaping the plas- 
tic. The effect of motion is produced 
by a light source revolving behind 
the transparency—and thus, simu- 
lated animation. 


Close Range Slide Projection 

Genarco, Inc. Jamaica, N. Y., has 
an extra-wide slide projector which 
projects large and bright images at 
very close range. The machine comes 
with six slide changers and the 
changing operation takes less than a 
second. An automatic douser fades 
out the image a moment before a 
change of slide during the 
change, itself. It opens instantly 
when the new slide is in position. 


Projection may be either rear or di- 
rect and the width of illumination 
can be up to 30 feet. 

The Vogue Wright Studio, New 
York, Chicago and Los Angeles, will 
demonstrate a complete art and pho- 


tography service. 

More than 125 exhibitors will be 
present to show the newest products 
and services to aid the adveatising 
field. In conjunction with the show. 
Presentation 


the National Visual 


Association will present its work- 
shop, dedicated to the advancement 
of more effective communications in 
business and related fields. yy 
* 

“Any Light” Roll Film Added 

to Eastman Kodak's Tri-X Line 

* Complementing Eastman Kodak 
Company’s reeently introduced line 
of high speed negative motion pic- 
ture film, Eastman Tri-X Panchro- 
matic, is a new high speed, ex- 
tremely sensitive Tri-X roll film. 

Using Tri-X, the business and 
industrial slidefilm photographer 
now may shoot scenes in vir- 
tually any light source with excel- 
lent results, it is said. Like East- 
man’s Type 5233 for 35mm motion 
picture filming and Type 7233 for 
l6mm filming, the roll film incor- 
porates basic emulsion character- 
istics which increase speed and sen- 
sitivity with no corresponding in- 
crease in graininess. 

With its A.S.A. daylight exposure 
index at 200, the film can be used 
without supplementary flash or 
flood illumination for indoor snap- 
shots by existing light, outdoor 
night shots without flash, and fast 
action outdoor shots on dull days. 
The film provides improved shadow 
detail and contrast with minimized 
highlight contrast. Color balance 
is Type B panchromatic: Tri-X has 
a green, low ‘red panchromatic sen- 


The New LOW-PRICED 
ROTOREAL STEREO VIEWER 


America's Most Powerful 
SALES TOOL 


. .. for Apparel, Furniture, Appli- 
ances, Industrial Products, Novel- 
ties, Real Estate, etc., IN WON- 
DROUS 3-D! Here's truly a LOW- 
PRICED, manually controlled, sales 
booster with high quality features; 
shows 18-35mm stereo slides, (all 
standard mounts) automatic regis- 
tration; Precision Optical system; 
Numbered dial provides visual in- 
dex; Portable 6 Ibs.; sim. leather 
covered plywood. Only $44.50. 
Guaranteed. 


FREE 96 pg. Photo "'Sales- 
Tool" Catalog. WRITE Mr. 
Busy... 


321 S Webosh Av 


BURKE G JAMES. Inc. cnicaco 
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sitizing like other Kodak roll films. 

Trade-tested, the Kodak Tri-X 
will be available in 35mm, 4 x 5 
film pack, and 620 and 120 roll 
film sizes. 

* * * 

Dentistry Film List Compiled 
by American Dental Association 
* Audio-visual materials on den- 
tistry and dental health are de- 
scribed in a new booklet published 
by the Film Library of the Ameri- 
can Dental Association. Listed are 
more than 100 technical and edu- 
cational motion pictures, several sets 
of slidefilms, slides and radio tran- 
scriptions available through the as- 
sociation. Included are the names 
of 62 film producers who are co- 
with the association in 
the distribution of a-v materials. 

A copy of the booklet may be 
obtained without charge by writing 
to Miss Helaine Levin, Film Librar- 
ian, American Dental Association, 
222 E. Superior St., Chicago, Ill. 


+ 


Where to Get Soundview Data 

* In the previous issue of Business 
Screen, the “Audio Visual Prod- 
ucts” section carried a story describ- 
ing the new 500-watt Soundview 
Projector, specifically the model 
PS65F. The Soundview, we noted, 
features a built-in mechanism for 
pushbutton control of stripfilm from 
any point in the room. 

For the benefit of readers whose 
letters of inquiry reminded us, the 
Soundview is manufactured by Au- 
tomatic Projection 


29 West 35th Street, 


operating 


Corporation, 


New York 1. 


For !6émm. Film — 400’ to 2000’ Reels 
Protect your films 


Ship in FIBERBILT CASES 
Sold at leading dealers 


Only 
original 
Fiberbilt 

Cases 


NUMBER 7 


Here is the ideal screen for showing new 16 mm. wide 
screen pictures—providing a taut, wrinkle-free even 
surface of unusual reflective brilliance. Semi-portable 
aluminum frame, consisting of only 12 parts, can be 
assembled in less than 15 minutes. Brilliant, beaded 
Radiant Vynaflect screen fabric—hooks into this light 
weight frame. Self-adjusting tensioning hooks assure 
tight surface—and quick assembly. When screen is 
not in use, the fabric rolls on to special tube which fits, 
together with disassembled frame, into special con- 
tainer for storage or shipping. Available in two sizes— 


6’ x 16’ and 8 x 21%’. 


RADIANT 


FOR INSTITUTIONS 


& INDUSTRY 


7 


7 


7 


NEW 


RADIANT “SET-UP” WIDE SCREENS 


FOR 16mm. ANAMORPHIC PROJECTION! 


ry 


RADIANT MANUFACTURING CORPORATION 
“World’s Largest Makers of Projection Screens” 


2627 W. Roosevelt Road ° Chicago 8, Illinois 


Also Completely Portable Tripod Models 


Radiant Wide Screens are also available in conventional 
tripod and wall models in 36” x 96” and 48” x 132”. 
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EXTRAORDINARY upswing in 


Now... : Technicolor’s production of 
two great libraries 16mm film between 1952 and 1953 
brought together. 


(from 19 million to 35 million feet) 
One central source for 


fim footage jor motion allowing for an increase in gov- 
ilm footage for 


, ernment-initiated orders — suggests 
Fk picture or a far more sweeping change in 
television use. American industry thinking on com- 


mercial film than the obvious desire 
to be ready for color television. 
While some of recent Technicolor 
l6mm footage is being banked for 
later use on the networks, another 
sizable segment has been prepared 
with theatre-type projection alone 


Over 30 million feet of completely 
cross-indexed film is available 
to you in the combined libraries 


of the NBC FILM DIVISION and in mind. An increasing number of 

companies seem to have reviewed 
the MARCH OF TIME. both their sales and public relations 
You'll find every conceivable subject, policies, and have decided to tell 


excellent service, and reasonable prices. more of their story on color film. 


Cinemascope Prints for Ford 


For catalog and price list, call or wire One of the most ambitious proj- 
ects of this “besides color tele- 


N Cc L M D V i N vision” policy included the 16mm 

Cinemascope prints which Techni- 
Film Library + 105 East 106 Street, New York + Circle 7-8300 color made for Wilding Picture Pro- 
ductions, Inc., on behalf of the Ford 
Motor Co. The picture reviewed 
the entire Ford line of cars and 
trucks, and was planned primarily 
as a sales tool for Ford dealers. 
Other similarly large-scale projects 
were handled by Technicolor for 


THE "BLUE CHIPS" OF THE AUDIO-VISUAL INDUSTRY | the Greyhound Bus Company 
through Jerry Fairbanks, Inc., and 


ADVERTISE REGULARLY IN BUSINESS SCREEN PAGES for the American Petroleum Insti- 


Sharp Impressions Sell! . . . 


Any good producer can put sharp images on the screen 


but it takes sharp impressions to sell your message. 


Sharp impressions have to be planned into a film 
before the cameras ever grind. They grow 


out of the skill and experience of the script writer. 


The skill and experience we have gained from planning 
and writing 383 films, for the largest users 


of films in this country, is at your service. 
guaranteed 


acceptability | scripts | 


THE COMPLETE” FILM PLANNING SERVICE 
709 ArLantic Bios. 930 F Street, N.W. Wasnincron 4, D.C, EXecurtive 3-5941 


Technicolor Report Traces Upswing in 16mm Color 
Printing to Increasing Use by Business and Industry 


BUSINESS SCREEN MAGAZINE 


tute through Roland Reed Produc- 
tions, Inc. Clearly, the new concen- 
tration of interest in color film for 
television has reminded industry of 
the additional values of 16mm color 
film for theatrical type projection, 
and touched off a twin boom in the 
16mm world. 


The Technicolor 16mm Division 
has experienced very little except 
boom conditions since Technicolor 
President, Dr. Herbert T. Kalmus, 
organized it in 1939. By the end of 
1953, the Division had turned out 
more than 135,000,000 feet of 16mm 
film. Its customers comprise a kind 
of blue book of American industry 
(examples: duPont, General Elec- 
tric, General Motors, Coca Cola, 
Studebaker, Chrysler, Standard 
Brands, American Telephone & 
Telegraph, RCA, National Cash 
Register, U.S. Steel, Carnation 
Milk). Technical improvement and 
added volume have enabled the 
Division to establish a base price 
of 6.25 cents per foot of release 
print. 


Aim at Greater Flexibility 

The continuing work of the Tech- 
nicolor laboratories toward entire 
flexibility has been a great factor in 
Technicolor 16mm business. The 
Division produced release prints on 
both dye transfer and color dupli- 
cating stock. They worked with 
three strip films, with color nega- 
tives and with successive frame 
(cartoon negatives). 


Even old hands in the industrial 
film business are surprised to see 
how far Technicolor has carried 
this flexibility. Today Technicolor 
will take 35mm color film at any 
stage —-even cut negatives — and 
manufacture 16mm release prints 
which can be used either in a theatre 
or on television. 


The question of the quality on 
television of color prints not made 
specifically for television is still be- 
ing heatedly debated. The Techni- 
color Television Division (organ- 
ized in 1950) has worked out a 
method of making film for televising 
that is over-whelmingly effective. 
Patently, any organization inter- 
ested in producing film specifically 
for television would be wise to use 
the Technicolor facilities. On the 
other hand, NBC used a 16mm 
Technicolor print, that was not 
specially made, for its first coast 
to coast color television demonstra- 
tion on November 3, 1953, and the 
enthusiastic acclaim was unanimous. 


One can conclude from this that 
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from television, although prints 
made for electronic projection are 
| more desirable. Recently, specially 
J manufactured release prints of a 
film originally photographed in 
1940 for theatre projection, have 
j been used in color television demon- 
strations throughout the country. 
The 14 year old subject retained all 


its original, rich color—which sug- TO PROLONG 


\ gests that much of the film made 


by Technicolor during this interval THE LIFE 


can be utilized again on television. 


Schocter's Mow Wien OF YOUR FILMS... 


* The F.&M. Schaefer Brewing Co. 
has issued the 1955 Schaefer Film AMPRO PROJECTORS 
Library Catalog. The new 23-page 
booklet lists a total of 84 films, 24 
new this year, that are available ARE 


from Schaefer on free loan. 


The brewing company had 3,000 | © e 
booking last year and hopes to 
double that number in 1955. Peter ° Vie 
J. Fitzgerald, of Schaefer public re- 


few Technicolor prints are barred 


Ampro film-conditioned projectors protect as 
they project your films. Minute imperfections 
on film gate rails, which can scratch or dam- 
age film, are eliminated by the exclusive 
Amprolap Finish. Your films glide over a 
mirror-like surface safely and smoothly. Film 
life is extended; an irksome source of film 
abuse is completely absent. And only Ampro 
projectors are film conditioned. 


lations, reminds borrowers they 
need not worry about monopolizing 
their meetings with beer commer- fa as 

cials, for there are none—just a 5- eve i 
second credit line. a cae 

Most films distributed by Schaefer 
“ are hunting and fishing subjects, 

many of them produced by Cana- 

dian firms and government agencies. 
} Other films in the library, in 
addition to many sponsored directly 
by Schaefer, were made for such 
firms as Pan American World Air- 
ways, Swiss Airlines, States of Mas- 
sachusetts and Wisconsin, Johnson 
Motors and others. 

The new catalog is available from 
the Public Relations-Film Division, 
The F.&M. Schaefer Brewing Co., 
430 Kent Ave., Brooklyn 11, N. Y. 


film-conditioned 
16mm sound 
projectors meet 
every institutional 
and industrial need. 


COLORSLIDE 


| A SUBSIDIARY OF GENERAL P EQUIPMENT CORPORATION 
2835 N. Western Avenue, Chicago 18, Illinois 
Please send literature and information on the following 
ie : IMustrated. 10-in. speaker; single case. Two-case model Ampro Flim Conditioned Projectors: 
(Super Stylist “12") with 12-in. speaker. © Ampro Stylist De Luxe © Ampro Premier 40" 


 Ampro Super Stylist 10" © Ampro Super Stylist''12" 
O Send name of my local Ampro audio-visual dealer 


STYLIST DE LUXE 
8-in. speaker; single case; weighs only 29 Ibs. 


DUPLICATING PREMIER ‘‘40"" 
For larger audiences. 12-in. companion speaker. Single 
frame projection and reverse operation. Organization... 
\ FRANK HOLMES LABORATORIES Zone...... State 


7619 SUNSET BOULEVARD 


LOS ANGELES 46 CALIFORNIA 


WRITE FOR PRICE LISTS D,F,&S 


NUMBER 7 + VOLUME 15 + 1954 61 


| | 
— 


= 


SEND FOR 
CATALOG 


Complete film 


equipment 


The improved film cleaning solution to give 
sharper pictures and clearer sound, 


NON-TOXIC @ FUMES ARE HARMLESS 


No carbontet! Approved everywhere 


@ ANTI-STATIC 


Dust won't adhere to RENOVEX treated film. 


@ CLEANS — POLISHES — WAXES 


insures smooth, clear, sharp projection. 


@ CONDITIONS 


One application seasons ‘green sticky’ prints 


@ REVITALIZES 


Puts new life in old film 


@ NON-INFLAMMABLE 


Will not burn—safe to use anywhere 


42nd St., N 


ew York 


EXECUTIVE NOTES 


DuKane Corporation Announces 
3 Executive Staff Appointments 


* Managerial appointments and the 
formation of a sales promotion de- 
partment were announced recently 
by J. McWittiams Stone, presi- 
dent of the DuKane Corporation, 
St. Charles, Il. 

Rosert L. SHoemaker, formerly 
manager of the electronic manufac- 
turer's audio-visual division, will 
manage the new department, coordi- 
nating sales promotion, advertising, 
public relations, market research, 
and product analysis. 

Avrrep F. Hunecke, formerly as- 
sistant to the executive vice-presi- 
dent, has been promoted to manager 
of the audio-visual division. 

J. McWittiams Stone, Jr., has 
been named assistant to the exee- 
utive vice-president. 


Margaret Carter Chosen to Head 
Nat'l Church Council Distribution 
Marcarer Carter has been 
elected director of film distribution 
of the Broadcasting and Film Com- 
mission of the National Council of 
Churches. She is a former executive 
of the Film Council of America. 
For 10 years Miss Carter was 
American representative for the Na- 


just can’t beat 
experience!”’ 


tional Film Board of Canada, an 
agency of the Canadian government 
with headquarters in Chicago. She 
was in charge of government film 
distribution. 

In her new job, Miss Carter will 
promote the sales and use of church 
films throughout the United States. 


% * 


Robert Davis PR Campaign 
* Robert Davis Associates, New 
York film producer, has engaged 
Melrick Landen Associates, Inc., 
New York, to handle public rela- 
tions. The forthcoming campaign 
will cover sales training materials 
and films. 

* * 
T. H. McNabb, R. J. Healy Named 
to Bell & Howell Sales Posts 
* Two executive appointments in 
the Merchandising Division of the 
Bett & Howe Company recently 
were announced by Cart G. SCHRE- 
YER, vice president. 

T. H. McNass, district sales man- 
ager in Atlanta, Georgia, was named 
manager of a new department to 
develop medical and special markets 
for motion picture equipment. His 
headquarters are in the company’s 
general offices in Chicago. 

R. J. Heaty, manager of the re- 
tail dealer department, was ap- 
pointed district sales manager with 
headquarters in Atlanta. He will be 
responsible for merchandising acti- 
vities in Georgia, Tennessee, North 
Carolina, South Carolina, Alabama, 
Mississippi and Florida. 

MeNabb joined Bell & Howell as 
a co-op student in 1947. Since 1952, 
he has been district sales manager 
in Atlanta. He is the son of the late 
Joseph H. McNabb, who was presi- 
dent of Bell & Howell until his 
death in 1949, 


GE's Suggestion Program: 
(CONTINUED FROM PAGE 45) 
are being reminded of the impor- 
tant part they must play in nursing 
a new idea into practicality. 

“Tom Morgan,” the animated 
lead of Everywhere You Look, is 
a procrastinating staff genius who 
hides his brainstorm under a bushel 
of inhibitions. His determined wife 
goads him into action: “Then do 
it Tom . . . come on, you can write 
it down, right now.” 

Led by slide suggestion, G.E.'s 
army of individual on-the-job re- 
searchers may make themselves 
worth another $5,000,000. The 
National Association of Suggestion 
Systems seems to have that idea. 
At its recent 12th annual meeting, 
the Association judged Everywhere 
You Look the best individual pro- 
motion piece reviewed during the 


past year. 
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M. Oarp 


Wm. Oard Heads Client Service 

for MTPS in Detroit Office 

Wittiam M. Oarp recently was 
transferred from the Chicago ollice 
of Mopern TaLkine Picrure Serv- 
ick, INC. to the company’s Detroit 
office where he will establish a new 
client service activity for the con- 
venience of Modern’s film sponsors 
in the Michigan-Ohio area. Engle- 
man Visual Education Service will 
cominue to act as Modern’s exclu- 
sive film library in the Detroit area. 

Mr. ard has spent the last three 
years with Modern in Chicago super- 
vising the company’s exchanges in 
the midwestern area. Prior to that 
he was at Modern’s New York head- 
quarters. 

a 
Harry Englert Heads Ampro's 
Great Lakes Sales Territory 
* Harry C. ENGLert’s appoint- 
ment as division manager of a newly 
established territory in the Great 
Lakes region recently was announced 
by the AMpro Corporation, Chi- 
cago. 

The new territory encompasses 
the trading areas of Syracuse, Buf- 
falo and Rochester, N. Y., Pitts- 
burgh, Pa., Charleston, W. Va. and 
Cleveland, Ohio. Englert will co- 
ordinate sales and service activities. 


,LANTERN-SLIDES 


for your 


Sales Presentation 
& Training Program 


We invite 
your inquiry 


INC. 
6419 Werth California Ave * Chicago 45 * Phone AM 2-414] 
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of this Classroom Visual Aid 


Opaque Projection with the AX SS 
VU-LYTE is one of the best methods . 
known to communicate ideas, 

get facts across so they're remembered. 

Every day, Educators and Businessmen find more 

proof that this Visual Aid is the ‘ 
most effective they have ever used! 


® Audience participation is 
heightened 


® Meetings take on a new interest? 
© Subjects are easier to gra.p 
© Information is retained longer 


© Emphasis is given to the proper 
point—at the proper time ? 


Discussions are more lively 
With the Beseler VU-LYTE, anything can The Projector 
be projected in its natural colors. Pictures, with the Built-In 


diagrams, plans, budgets, solid objects, 
newspaper and magazine clippings, books, 
blueprints. No preliminary preparation 

of material is necessary. The VU-LYTE can 
deliver a screen image of over 10’ high, 
perfect for Public Meetings. 


You'll be amazed at how the VU-LYTE gives expression to 
your full Executive potential. Mail the coupon now for a Free 
Demonstration. No obligation of course. 


GET THEIR IDEAS ACROSS 


in Less Time! 


Beseler VU-LYTE Representative demonstrates 

to School Board at East Meadow, N. Y. Hundreds 
of School Boords and hundreds of Business 
Organizotions use the VU-LYTE Opaque Projector 
ot Public Meetings. Budget figures, building 
improvements, training progroms are explained 
quicker, easier, better with the VU-LYTE. 


CHARLES Beackee COMPANY 


) 60 Badger Avenue, Newark 8, N. J. 


| ! 
Chorles Beseler Co., Dep. 8-12 
| 60 Bodger Avenue, Nework 8, NJ 
| Gentlemen: 
| Please arrange for a Free Demonstration 
at my convenience | 
| Nome | 
| 
| 
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=_— and Manufacturers of Professional Motion Picture Equipment 


EDITING EQUIPMENT 


@ SOUND READERS 
@ SYNCHRONIZERS 
@ FILM RACKS 


MULTI-PURPOSE 
REWIND 


@ ROBOT Ii AUTOMATIC SPLICER 
@ CUTTER’S GLOVES 
@ EDITING TABLES 


@ FILM BINS 


@ REELS — CANS — FLANGES 
TIGHT WIND 
Write for free catalogue and price list! 


946 SEWARD STREET 


HOLLYWOOD 38. CALIFORNIA 


The AUTOMATIC SELECTROSLIDE for 48 Realist, Revere, or 
Eastman size pictures, mounted in 2’x2” slides can be pro- 
jected automatically or by remote control. For exhibits the 
Stereo Selectroslide can be synchronized with sound with the 
Ekotape £207. Any model 300 Selectroslide can be converted 


into @ Stereo Selectroslide in a few minutes by interchanging 
the optical unit. 


Write for 
Information 


2201 BEVERLY BOULEVARD 
LOS ANGELES 4, CALIFORNIA 
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PRODUCTS 


Reeves Soundcraft Announces 
16mm Model of Magnastriper 

* A new machine for striping 16mm 
film with magnetic almost 
identical with the 35mm Magna- 
Striper, was announced last month 
by Reeves Sounderaft Corp. 


oxide, 


Local franchises are indicated for 
machines which are self-contained, 
semi-portable, and one-man oper- 
ated. As soon as local striping labor- 
atories are established throughout 
the country, local television stations, 
most of which use 16mm film, will 
be able to shoot their own news 
and other local programs and broad- 
cast them, with top quality sound, 
while the news is still hot. 

With 


balance 


record and 
stripes of magnetic oxide 
can be applied simultaneously and 
quickly to any 16mm film, b/w or 
color, single or double perforation. 
Jeweled bearing shoes are said to 
assure precision striping even with 
old, warped or distorted film, no 
matter how many times it has been 
spliced. 

The machine will apply magnetic 
oxide in three different widths—50 
mil half-track for both magnetic 
and photo sound, 100 mil for all 
magnetic sound, and 25 mil for 
double perforated silent film. 


this machine, 


$.0.S. Body-Brace Camera Pod 
Features Accuracy by Support 

* The S.0.S. Body-Brace Camera 
Pod assures greater accuracy 
through greater body support, ac- 
cording to the manufacturer, S.0.S. 
Cinema Supply Corp. 

The featured double-support of 
the new pod combines a shoulder 
brace and a body brace to provide 
extra steadiness and added comfort. 
It permits hand-held shots with 
movie and still cameras, particular- 
ly in limited spaces. The pod is made 


FOR THAT. 


The Wide-Screen Panoramic Filmstrip Show with 
Optional Stereophonic Sound! 
YOU CAN RENT OR BUY! 


The Latest in Projection, Production & Recording Equipment 


of lightweight cast aluminum. It 
weighs 314 lbs. and is priced at 
$24.95. Descriptive literature may 
be obtained from Cinema Supply 


Corp., 602 W. 52nd St., New York. 


“Thrifty” Table Screen Easy 

to Use for Sales Presentation 

* An adjustable stretcher bar and 
fold-away swivel base are conven- 
ient features on the “Thrifty” Table 
Screen recently announced by Radi- 
ant Manufacturing 
Chicago. 


Corporation, 


The self-contained screen can be 
“set up in seconds.” Its fabric is 
stretched taut by a few turns of the 
stretcher bar. The screen base with 
new swivel support rests on a desk 
or table. When not in use, the 
stretcher bar is held by two spring 
metal clips and the fabric rolls into a 
grooved channel on the base where 
a button flap holds it in place. 

The new screen is suggested for 
editing, use as a second screen, or 
as a handy reflective surface for 
making projected sales presenta- 
tions. It is available in 18” x 24”, 
24” x 24”, and 22” x 30” sizes at 
$4.50, $5.00, and $5.50, respective- 
ly. For further information contact 
Henry S. Herschman, Radiant Mfg. 
Corp., 2627 W. Roosevelt Rd., Chi- 
cago 8, Il. 

Standard Leica Lens Used 

for Wide-Screen Photography 

* Use of standard Leica lenses in 
35mm “still” cameras for wide- 
screen photography has been ad- 
vanced by the part this technique 
played in the new VistaVision film- 
ing of Paramount’s theatrical, White 
Christmas. The aid given to Vista- 
Vision was due to the fact that while 
the Leica 35mm still camera uses 
a film of the same size as a movie 
(CONTINUED ON THE FACING PAGE) 
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*Patent Applied For 
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AVENUE 


HOW DO PEOPLE 
JUDGE YOUR 
COMPANY? 


By your product or service? 

By the service you give your 
customers? 

By your policies? 

Well, all these things count. 
But . . . to most of your custo- 
mers, your SALESMEN are the 
company. 

Their reputation is YOUR repu- 
tation with your customers. This 
means that your salesmen must 
be able to impress your custo- 
mers with their sincerity, de- 
pendability, interest. 


There is a knack to doing it. 
Show them this knack with: 


“HUMAN RELATIONS 
IN SELLING” 


part of the outstandingly suc- 
cessful sound slide program... 
AGGRESSIVE SELLING 
You may obtain a preview 
without obligation. 
Write for details. 


Rocket Pictures 
INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 
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(CONTINUED FROM PRECEDING PAGE) 


ilm, its lens exposes an area twice 
| as large as the regular camera lens. 

Turned sideways, the lens pro- 
duces a negative of the same propor- 
tions required for big-screen motion 
picture projection. The proportions 
jof 1.85 to 1 are described as most 
comfortable to the eye. Produced by 
ithis technique, smaller-grained pic- 
tures give sharp, clear details—even 
as the projection grows to a 61-foot 
screen spread. 

VistaVision is a technique of op- 
tical reduction from a large nega- 
tive image to the standard release 
print image. This feature reduces 
grain, eliminates fuzziness and gains 


bigger, brighter motion pictures. 
Consequent changes in the camera 
mechanisms and set building have 
proved relatively simple. Standard 
projection equipment is employed. 

Opaque Unit for Slide Projectors 
Announced by Viewlex, Inc. 

* A new attachment which trans- 
forms every Viewlex slide or slide 
and film-strip projector into a low 
cost opaque projector has been an- 
nounced by Viewlex, Inc., Long Is- 
land City, N. Y. 

The Viewpaque attachment pro- 
jects opaque objects of any size with 
bright clarity and brilliance, in full 
screen size, the manufacturer says. 
The new attachment is designed to 


The new Viewpaque attachment. 


make standard slide equipment 
more versatile, enabling the sales- 
man or educator to project images 
from such “raw” materials as 
charts, clippings, drawings, cards. 

The Viewpaque may be obtained 
from local dealers. It is priced at 
$14.95. Complete information may 
be obtained from Viewlex, Inc., 
35-01 Queens Blvd., Long Island 
City 1, N. Y. 

“Combination” Editing Unit 
Handles 16mm and 35mm Film 
* An editing machine which can 
be used for 16mm and 35mm film 
or 16mm picture and 171% or 35mm 
magnetic or optical track is the 
“Combination” model of a new unit 
designed by Resultant Engineering. 
Inc., of Los Angeles, Cal. 

Converting the new machine from 
one film width to another is said to 


1954 


take only a few minutes. The “Com- 
bination” model is priced at $1,375.- 
00. The Resultant “Standard” model 
handles a 35mm picture with 1714 
or 35mm magnetic or optical track 
and is priced at $1,050.00, 

Built to SMPTE standards, the 
Resultant machine features a Ge- 
neva “theatre projector” intermit- 
tent, a 9-inch speaker, a 5-tube, 10- 
watt high fidelity amplifier, optical 


Resultant's new editing unit 


and magnetic heads, an electrical 
hand brake. A button control swings 
the optical units away from the film 
for marking convenience. 

The unit provides a large picture 
at preview angle and is designed so 
that no switching is necessary when 
winding or removing film. The ma- 
chine body rests on a stand mounted 
on rubber casters. 

Additional information on the 
editing machine can be obtained 
from the manufacturer at 7424 
Santa Monica Blvd., Hollywood 46, 


Stancil-Hoffman's Pamphlet 

Gives Info on Magnetic Heads 

* A plainly-worded pamphlet on 
the subject of magnetic recording 
heads is available from the Stancil- 
Hoffman Corporation, 921 North 
Highland Avenue, Los Angeles 38, 
California. 

Believing the technical progress 
and wide interest in magnetic re- 
cording was checkmated by lack of 
information sources on magnetic 
heads and their design, the corpora- 
tion has made educational use of its 
own manufacturing experience. 

Like most manufacturers of mag- 
netic recording equipment, Stancil- 
Hoffman soon discovered that pre- 
cision magnetic heads were not 
easily obtainable. To meet their 
own requirements the firm bought 


COMPANY POLICIES 
ARE MORE THAN 
. WORDS 


If they are going to be effective, 
your supervisors have to imple- 
ment them with a human touch. 


Develop this in your supervisors 
by showing them proved methods 
of explaining, and gaining ac- 
ceptance for, company policies. 


Show them these methods with: 
“INTERPRETING 
COMPANY POLICIES” 


part of an outstanding sound slide 
program SUPERVISOR TRAINING 
ON HUMAN RELATIONS, which 
includes: 


@ “THE SUPERVISOR'S JOB" 


@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT" 


@ “INDUCTION AND 
JOB INSTRUCTION” 


“HANDLING 
GRIEVANCES” : 


@ “MAINTAINING 
DISCIPLINE” 


@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 


@ “PROMOTING 
COOPERATION” 


You may obtain a preview 
without obligation. 


Write Dept. S for details. 


out the head department of Indiana 
Steel Company, pioneer producers. 

Descriptive material in the 
pamphlet covers the basic design 


of heads and curves and electronic 
factors to be considered in the 
achievement of optimum results, 


Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 


65 


a by = 
| 
| 
. @ KH Y 
| hy 
| 
| | | 
Ga 


16mm 
SERVICES 


GEO. W. COLBURN LABORATORY INC. 


164 NORTH WACKER ORIVE* CHICAGO 6 
TELEPHONE STATE 2-7316 


The Mark of 
Excellence in 
Commercial Films 


CATE & McGLONE 
Films for Industry 
1521 CROSS ROADS OF THE WORLD 
HOLLYWOOD 28, CALIFORNIA 


| 


THEATRE SCREEN ADVERTISING: 


(CONTINUED FROM PAGE SIXTEEN ) 


Advertising Bureau handles the national accounts 
of Motion Picture Advertising Service Co., Inc. 
and United Film Service. 

Local participation selling among dealers is 
done by about 300 salesmen of the companies 
named. Besides handling and producing tailor 
made theatre playlets for national advertisers, 
the five companies also provide syndicated sub- 
jects in some 40 categories and these are used 
by local laundries, druggists, banks, food shops 
and other types of retail business. 


Theatres Close to Point of Sale 

There are some phenomenal tales of direct 
merchandising results attributed to good screen 
ad campaigns. The proximity of these neighbor- 
hood and suburban theatres to the point of sales 
is a distinet value. Although thoroughly depen- 
dent on the good-will of the theatre-goer, the 
screen ad people have improved their product to 
overcome any serious displeasure and they have 
a strong ally in the theatre owner through their 
revenue, 

Today's screen ads are also fortified by long- 
established tradition which has been advertising 
on thousands of local theatre screens since the 
days of the colored slide. Today’s amusing, en- 
tertaining and sales-getting playlets, with color 
and music appropriately backgrounding, are a 
far ery from those crude beginnings. And there's 
a lot of good hard salesmanship in the 40-foot 
sereens Which display the product and perform 
the service with vivid showmanship. yy 


Texas Company Ad Playlets 
Outstanding Success Among Dealers 


HEORY and general background have their 

place in these editorial columns but the 
Editors of Business Screen have long empha- 
sized the direct insight and “working” functions 
as revealed in the familiar “case history” format. 
Behind the general introduction to the important 
segment of sponsored motion pictures represented 
by theatre screen advertising in this issue, there 
are some “hot” lines about actual programs in 
the field and how they are paying off. 

One such example of a functioning theatre 
advertising campaign is that of The Texas Com- 
pany, which is now supplying its dealers with a 
series of 26 color playlets and is active in this 


CONCLUDED ON PAGE SEVENTY-ONE 


synchronous 


magnetic film 


recorder for 
motion pictures 


and television. 


STANCIL- HOFFMAN 


921 N. Highland Hollywood 38, Colif. 


fer 


particulars 


Professional 
Seruice 


TO THE GREATEST 
NAMES IN THE 
UPPER MIDWEST 


General Mills, Inc., Hamm Brewing Co., 
The Farmhand Co., Minnesota & On- 
tario Paper Co., J. R. Watkins Co., and 
many others. 


Motion Pictures 
Slide Films 
TV Commercials 


3500 sq. ft. Sound Stage 


EMPIRE 


PHOTOSOUND INC. 


1920 Lyndale Ave. So. 
Minneapolis 5, Minn. 


ARTlyVIDEART 


TITLES — ANIMATION — ID'S 
OPTICAL PHOTOGRAPHY 
NOW SERVING MORE THAN 50 
MOTION PICTURE PRODUCERS 
IN THE NEW YORK AREA 


COLOR or B&W — 16 of 35MM 


343 LEXINGTON AVE. 
NEW YORK 16, N.Y. 


LExington 2:7378-9 
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TELEPROMPTER INSURES EXECUTIVE'S MEETING PERFORMANCE 


With plenty of self-assurance provided by TelePrompTer speech notes 
directly before him, an executive delivers a successful presentation. 


* During the past two years the — podium unit, and operate during the 
TelePrompTer system has become program. 
an integral part of successful meet- By proper positioning of the 
ings for well over 1,000 companies, equipment a speaker reads his talk 
ranging from small after dinner as though it were written on the 
talks to sales meetings, dealer-dis- faces of his audience. 
tributor meetings, merchandise pres- At the present time TelePrompTer 
entations, and on up to the large service is packaged in a form to 
week-long conventions. meet the needs and requirements 
Company executives have found for any size program. The cost is 
the TelePrompTer system elimi- at the rate of $18.75 per 15 minutes 
nates the tedious chore of memoriza- of actual speaking time. Since every 
tion, ends the “fear of forgetting” program varies, each meeting must 
and insures a letter-perfect perform- be estimated on an individual basis. 
ance every time. TelePrompTer service is available | 
In nine out of ten cases Tele- in most major cities at the present | 
PrompTer system is provided as a time. For complete information 
service where trained personnel pre- write TelePrompTer Corporation, 
pare the script, handle a rehearsal, 300 West 43rd Street, New York 36, 
position the equipment, including a N. Y. 


IT MAKES SENSEN 
HEAVY DUTY ound 


SHIPPING CASES 
FOR ROUND FILM 


e No corners mean no weak points. 


@ Made of hard vulcanized fibre. 


WRITE FOR 
CATALOG 


The Nation's Exelusi 
Source of the|R. 
Film Shipping Case<<. 


Heavily varnished outside and 
inside to make them even more 
waterproof. 

e Durable handles and web straps 
on all sizes. 


e New flat type buckles for easy 
stacking. 


WM. SCHUESSLER Dept. B 


341 WEST SUPERIOR STREET - CHICAGO 10 - ILLINOIS 
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| CAMART PRODUCTS 


— 
*% CAMART TY MIKE BOOM 


Rear handle for directional mike 
control, Sturdy 13’ extension arm, 
Entire unit folds to fit in your car. 


%& OPTICAL FX UNIT and PRISMS 
For l6mm, 35mm, and TV cam- 
eras. Will reproduce multiple 
in rotation. Excellent 


for TV, animation, or film 
commercials. 


*% CAMART TRIPOD 


Lightweight friction heed 
tripod for semi-professional 
16-35mm cameras. Smooth, 
well-balanced pan and tilt 
action, Rigid leg locks. 


CAMART 
BABY DOLLY 


%& CAMART BLIMP for ARRIFLEX 35mm CAMERA 


Geared follow focus control. 
Reflex viewing through the 
blimp eliminates parallax 
problem. 110 volt 60 
cycle single phase sync vy 
motor, Geared footage Hy 
counter, Accepts cam- 
era with 400’ magazines. 


New advanced glide steering. Plat- 
form for and 
aye. Adjustable swivel seat. Rigid clamp: 
for tripod legs. For tripod, be 
tripod, and hi-hets, Size 36 46 


inches, it comes apart. 


| 
| 


*% CAMART CAMERA DOLLY 


Professional motion picture or TV camera dolly. 
Two seats for operator and assistant. Geared = 
for smooth operation of boom arm from 26" 
seven feet. 30” width wil go through 
door, Weight 350 pounds. Easily transported. 


SALES RENTALS 


1845 BROADWAY 
NEW. YORK 23,N. 
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Georce S$. GLADDEN 


* It DD 


Gladden Joins Executive Staff 
of Academy Pictures, New York 


George Gladden has joined the 


administrative staff of Academy 
Pictures, Inc., New York. For the 
past 14 years he has been associated 
with the J. Walker Thompson Co., 
Ine. 

Mr. Gladden has also served with 
Audio Productions and Technicolor, 
Inc., His film career began in 1931, 
when he joined the General Motors 
Corporation motion picture depart- 
ment. At G.M., he was responsible 
for designing the road show, “The 
Parade of Progress” which has tour- 
ed the nation each year since 1936. 

Working with Academy princi- 
pals Edward L. Gershman and C. 
Moray Foutz, Mr. Gladden will 
juide the production of films in 
the commercial, industrial, and edu- 
cational field, including training 
and television films. 


George Joins Sturgis-Grant 

as Associate Producer, Director 
Geonce L, Geonce has joined the 
staff of Srurcis-Grant Propuc- 
TIONS, Inc - New York motion pic- 
ture producers, as an associate 
producer and director. 

Mr. George will concentrate on 
the production of films for business 
and industry, including treatments 
of public relations, training and 
sales subjects. 

His background in film work 
dates to 1929 in Paris where he 
worked as a film editor. He later di- 
rected films in Hollywood and for 
the National Film Board of Canada. 
In the late 40's he began concen- 
trating on sponsored film direction. 

Mr. George directed the Academy 
Award winner, Toward Indepen- 
dence. 

* 
Nat Goss Joins Kling Studios 
as Picture Account Executive 
* Association of Nat Goss as an 
account executive with King Sru- 
p1os in Chicago has been announced 
by Frep A. Nives, vice-president. 
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People 


News of Staff Appointments Among the Producers 


Pollock and Rothenberg Form 
MPO Television Films, Inc. 


POLLOCK, president of 
MPO Propuctions, INc., and Mar- 
VIN ROTHENBERG, former supervis- 
ing director of Transfilm  Incor- 
porated, have formed a new com- 
pany, MPO Teevision Fitms, Ine. 

MPO is one of the few major 
business film producers to resist the 
lure of television commercial pro- 
duction. “Many of our clients have 
asked us to produce TV commer- 
cials,” Mr. Pollock said, “but we 
have waited until the right man 
came along.” 


The right man, according to Mr. 


By adopting the revolutionary 


Pollock, is Marvin Rothenberg. In 
addition to long service with Warner 
Brothers in Hollywood, and George 
Stevens at the SHAEF Special Mo- 
tion Picture Unit during the war, 
Mr. Rothenberg has directed over 
$3 million worth of television films 
for leading advertisers and agencies 
over the past five years. 

“I have always liked the excellent 
calibre of MPO’s films,” Mr. Roth- 
enberg said, “and I feel this same 
kind of custom care and personal 
supervision must be given TV com- 
mercials. Judd and I are looking 
forward to a great success in this 


field. We're already in production, 
and are gratified by the instantan- 


35mm neg. pos. color process and its subsequent 


16mm reduction prints, the exacting demands of 


color TV and commercial films can now be 


met, AND WITH EASE TOO— 


Yes, 16mm reduction prints, with color of 


such impressive fidelity that your produc- 
tion will benefit by its outstanding 
economy and remarkable quality. 


Help yourself to a new concept 


of color printing, call 


eous reaction we've received from 
the advertising agencies.” 

MPO intends to avoid the “sau- 
sage machine methods” used in some 
TV commercial production. By cre- 
ating a separate production arm for 
a select group of ad agencies, MPO 
hopes to insure quality and service 
through smoother organization and 
closer liaison with the agencies. 

Recently, Mr. Rothenberg was 
chosen to direct an exhaustive series 
of color experiments for the New 
York Film Producers Association. 
Using five different systems of color 
film production, the tests were de- 
signed to acquaint the industry with 
the TV characteristics of the various 
color processes. 

Hungerford Is Named Manager 
of Southwest Film Productions 
* Appointment of O. W. Huncer- 
FORD as manager of SOUTHWEST 
Fitm Propuctions has been an- 
nounced by Goopwin, 
president of the motion picture com- 
pany. 

“We feel particularly fortunate in 
being able to bring Mr. Hunger- 
ford’s 25 years of experience and 
outstanding work to our organiza- 
tion,” Mr. Goodwin said. “He will 
be of great aid in establishing mo- 
tion picture production services in 
Houston comparable with the best 
standards of the country.” 

Mr. Hungerford has served with 
Marsh Cinesound Studios in New 
York, and more recently, Film Serv- 
ice in Hollywood. He has been a 
research engineer for motion pic- 
tures with both Westinghouse Elec- 
tric Corporation and Western Elec- 
tric Company. 

Robert L. Foster Appointed 

to Sarra's Chicago Sales Staff 

* Ropert L. Foster has been ap- 
pointed to the sales and film plan- 
ning staff of Sarra, INc., at the pro- 
duction company’s Chicago studios. 

Mr. Foster will work on all four 
phases of Sarra’s photographic serv- 
ices—illustrative photography, mo- 
tion pictures, slidefilms and filmed 
tv commercials. 

Formerly with Kling Studios of 
Chicago, Mr. Foster has many years 
of experience in the fields of photog- 
raphy and commercial art. 


Ted Lowry Joins Dekko Films 

as Creative Department Head 

* Dexxo Fits, Inc., of Boston, 
has added Tep Lowry to the staff 
as creative department head. Mr. 
Lowry, whose background includes 
production design and screen writ- 
ing, was brought to Boston from 
service with a Chicago studio and 
was previously at Richmond, Va. 
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CLEAN WATERS: 


(CONTINUED FROM PAGE 39) 


derous images of sludge conversion 
up on a bright screen where Official 
and John Q. could easily see them. 

The success of stream purifica- 
tion conferences in Vermont, held 
in the state’s 12 river basin areas, 
convinced state officials who pur- 
chased a print of Clean Waters for 
the Chamber of Commerce. Soon 
two cities approved the construction 
of treatment plants and other com- 
munities started planning. 

Six prints of Clean Waters were 
used by the state of Pennsylvania 
to enforce anti-pollution legislation. 
Doubtful Ohio Elders rubbed their 
chins after a showing and com- 
menced blueprinting about $9,000,- 
000 worth of works. In 
Spokane, Washington, Clean Waters 
splashed 


sewage 
sewage 


across local screens 17 
times. The ensuing civie campaign 
referendum witnessed a 34,000 to 
1,000-vote approval of a $1,700,000 
sewage plant bond issue. Three pre- 
Clean Waters referendums had been 


defeated. 


Film Casts Deciding Vote 

Smart politicos who said it 
couldn’t happen shook their heads 
when the Clean Waters tide rose in 
Santa Cruz, California. The local 
Chamber of Commerce reported 
that the film was largely responsible 
for the passage of a sewer bond 
issue by a 314 to 1, majority. 

Clean Waters irrigated a nine-day 
campaign conducted by the Junior 
Chamber of Commerce in Joplin, 
Missouri. A $1,200,000 sewage dis- 
posal plant bond issue required a 
2/3 majority vote for passage in a 
special election. All appropriations 
for municipal issue funds had been 
defeated in the general election, 
three weeks earlier. In the previous 
two months, most voters had been 
opening their tax statements. A 
total of 3,677 persons were exposed 
to Clean Waters during the Cham- 
ber’s campaign. Approximately the 
same number of persons cast a fa- 


vorable vote on the bond issue, 
passed 5 to 1. 


These and other municipal sweeps 
won the attention and support of 


national organizations and major 
publicity organs. Clean Waters 


traveled in tributary prints for nine 
years forming the main current in 
this civie action, purging the sludge 
of indifference from tax payer 
minds. Finally the negative wore 
away and the prints showed toil. 


Today's Need Even Greater 


But the need for the Clean Waters 
story was greater than ever: rising 
population rates were creating new 
problems. Development of public 
sewage disposal plants and gains 
made against industrial pollution 
since the appearance of Clean 
Waters were newer strength for the 
film’s curative theme. 

To freshen the story, G.E. re- 
turned Clean Waters to Raphael G. 
Wolff Studios for a remake. Pre- 
serving the power of the original 
script, the producer photographed 
the new version over a period of 
nine months in 22 states. For the 
27-minute documentary, six loca- 
tion crews filmed more recent evi- 
dence at such places as the Owl's 
Head Sewage Disposal Plant in 
Brooklyn; the Hyperion Plant in 
Los Angeles; municipal plants in 
Schenectady and Rotterdam, N.Y.. 
and G.E.’s Erie, Penn., industrial 
treatment plant. Private factory- 
housed plants in the Ohio River 
Valley are featured. 


Treatment Wins Audiences 

Had Clean Waters been conceived 
simply as a surly and _ statistical! 
trudge through sludge grinders, it 
probably never would have made 
its nine-year tour de force. The 
sponsor and producer saw the ir- 
resistable appeal of the subject in 
its full scenic view. 

The waters as they were and 
should be visually bathe the civic 
audience-mind when the 


camera 
collects the Atlantic and Pacific 
Oceans, the Great Lakes, Chesa- 
(CONCLUDED ON PAGE 72) 


COLOR SLIDEFILMS 


FOR INDUSTRY 


COLOR FILMSTRIPS 


FOR EDUCATION 


Specialized equipment and the know-how of a group of specialists who 
have produced over 450 color films. If you have a production problem, 
contact Henry Clay Gipson, President . . . 


FILMFAX PRODUCTIONS, 10 E. 43, N.Y. 17, N.Y. 
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Kit Contains: 
@ Camel's Hair Brush Bit 
@ Slot-head Screwdriver Bit 

@ Phillips-head Screwdriver Bit 


@ Sturdy, Interchangeable Chuck 
Handle Stores Bits 


projectors. 


For Full Information On Rental Equipment Write 
JACK A. FROST, DEPT. B, 
234 PIQUETTE AVE. 
Detroit 2, Michigan 


OR CALL DETROIT, TRinity 3-8030 


...when you buy a Sylvania 
Projection Lamp 


Here's an easy-to-use kit that keeps the proper 
tools for servicing your equipment right at your 
finger tips. Helps keep your projector in A-1 
operating condition for brighter, sharper, more 
life-like screenings. It's a full 59¢ value, and 
worth every penny of it, but it’s yours absolutely 
free when you buy a Sylvania Projection Lamp. 
So order a color-corrected Sylvania Projec- 
tion Lamp for each of your projectors today, 
and get your Projector Service Kits FREE from 
our Sylvania dealer. But act fast! Supplies are 
imited. There is a complete line of Sylvania 
lamps in all sizes and wattages for all standard 


‘YOURS FREE 
_ this handy 


Projector Service Kit.. 


Sylvania Electric Products Inc. 1740 Broadway, N. Y. 19, N.Y. 
In Canada: Sylvania Electric (Canada) Ltd. 
University Tower Bidg., St. Catherine St., Montreal, P. Q. 


LIGHTING * RADIO ¢ ELECTRONICS ¢ TELEVISION 


For 


i 


VALUE 
FREEE 


. 


MOTION PICTURE STUDIO 
THEATRICAL e DISPLAY 
Rental Equipment 


Wherever you are-— whatever you 
need... in the way of unusual, spe- 
cialized lighting, call on Jack Frost! 
movie-making, 
exhibits, conventions . 
location requiring exceptional light- 
ing, Jack Frost is ready to serve you 
with an unequalled national service 
including complete installation and 
removal wherever you are. 


Please send me full informa- 
ation on your rental service. 


SYLVANIA — 
"The Projection 
Lamp with the 
Shock Absorber’ 


lighting, 
for any 


stage 


| 
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__ EASTERN STATES 


CONNECTICUT 


Rockwell Film & Projection 
Service, 182 High St., Hartford 5. 


* MARYLAND « 


Howard E. Thompson, Box 204, 
Mt. Airy. 


MASSACHUSETTS 


Cinema, Inc., 234 Clarendon St., 
Boston 16. 


NEW JERSEY 


Slidecraft Co., 142 Morris Ave., 
Mountain Lakes, N. J. 


Association Films, Inc., Broad ai 
Elm, Ridgefield, N. J. 


NEW YORK « 
Association Films, Inc., 347 
Madison, New York 19 


Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 


Charles J. Giegerich, 42-20 Kis- 
sena Blvd., Flushing. 

Comprehensive Service Co., 245 
W. 55th St., New York 19. 

Crawford & Immig & Landis, 
Inc., 265 W. 14th St., New York 
City 11. 

The Jam Handy Organization, 
1775 Broadway, New York. 

Ken Killian Co. Sd. & Vis, Pdts. 
17 New York Ave., Westbury, 
N.Y. 

Mogull, Film and Camera Com- 


any, 112-114 W. 48th St., New 
Pork 19. 


8. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19. 


Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 


Training Films, Inc., 150 West 
54th St.. New York 19. 


United World Films, Inc., 1445 
Park Ave., New York 29. 


Visual Sciences, 599BS Suffern. 


* PENNSYLVANIA 


The Jam Handy Organization, 


Gateway Center, Pittsburgh 22. 
J. P. Lilley & Son, 928 N. 8rd 
St., Harrisburg. 


Lippincott Pictures, Inc., 4729 
Ludlow St., Philadelphia 39. 
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* WEST VIRGINIA 


Haley Audio-Visual Service, 
Box 703, Charleston 23. 


Pavis, Inc., 427 W. Washington St., 
Phone 2-5311, Box 6095, Station 
A, Charleston 2. 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, PH 6-6731. 


SOUTHERN STATES 


ALABAMA « 
Stevens Pictures, Inc., 217 - 22nd 
St., North, Birmingham. 


Lewis M. Stone, Projector Serv- 
ice. “Specialized in Service.” 
1409 Ford Ave., Tarrant City 7, 
Ala. 


FLORIDA « 
Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 


United World Films, Inc., 1311 
N. E. Bayshore Drive, Miami. 


GEORGIA « 
Colonial Films,71 Walton St., 
N.W., ATwood 7588, Atlanta. 


Stevens Pictures, Inc., 10] Walton 
St., N. W., Atlanta 3. 


United World Films, Inc., 287 
Techwood Drive, N. W. Atlanta. 


* LOUISIANA ¢ 


Stanley Projection Company, 
211% Murray St., Alexandria. 


Stevens Pictures, Inc., 1307 Tu- 
lane Ave., New Orleans. 


Delta Visual Service, Inc., 815 
Poydras St., New Orleans 13. 


MISSISSIPPI 


Herschel Smith Company, 119 
Roach St., Jackson 110. 


Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 


TENNESSEE ¢ 


Southern Visual Films, 687 
Shrine Bldg., Memphis. 


Tennessee Visual Education 
Service, 416 A, Broad St., Nash- 
ville. 


VIRGINIA 


Tidewater Audio-Visual Center, 
617 W. 35th St., Norfolk 8, Phone 
51371. 


USE THIS DIRECTORY TO LOCATE THE BEST IN 


A NATIONAL DIRECTORY OF VISUAL EDUCATION DEALERS 


* ARKANSAS « 


Grimm-Williams Co., 115 W. 
Sixth Street, Little Rock. 


MIDWESTERN STATES 


ILLINOIS 


American Film Registry, 24 E. 
Eighth Street, Chicago 5. 

Association Films, Inc., 79 East 
Adams St., Chicago 3. 


Atlas Film Corporation, 1111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 1. 

Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5, Mo. 


United World Films, Inc., 605 
W. Washington Blvd., Chicago 6. 


INDIANA ¢ 


Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 


IOWA 


Pratt Sound Films, Inc., 720 3rd 
Ave., S.E., Cedar Rapids, Iowa. 


* KANSAS-MISSOURI 
Erker Bros, Optical Co., 908 
Olive St., St. Louis 1. 


Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 


MICHIGAN 


Engleman Visual Education 
Service, 4754-56 Woodward Ave., 
Detroit 1. 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 11. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 


OHIO « 

Ralph V. Haile & Associates, 
215 Walnut St., Cincinnati, 

Academy Film Service Inc., 2112 
Payne Ave., Cleveland 14. 

Fryan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 

The Jam Handy Organization, 
310 Talbott Building, Dayton 2. 
Twyman Films Inc., 400 West 

First Street, Dayton. 
M. H. Martin Company, 1118 
Lincoln Way E., Massillon. 


EQUIPMENT, FILMS AND PROJECTION SERVICE 


WESTERN STATES 


CALIFORNIA 


Donald J. Clausonthue Co., 1829 
N. Craig Ave., Altadena 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 28. 


Hollywood Camera Exchange, 
1600 N. Cahuenga Blvd., Holly- 
wood 28. 


The Jam Handy Organization, 
5746 Sunset Boulevard, Holly- 
wood 28. 


Ralke Company, 829 S. Flower St., 
Los Angeles 17. 


Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 4. 


United World Films, Inc., 6608- 
10 Melrose Ave., Los Angeles 36. 


Association Films, Inc., 351 Turk 
St., San Francisco 2, 


Westcoast Films, 350 Battery St., 


San Francisco 11. 


¢ COLORADO « 


Dale Deane’s Home Movie Sales 
Agency, 28 E. Ninth Ave., Den- 
ver 3. 


¢ OKLAHOMA 


Cory Motion Picture Equip- 
ment, 522 N .Broadway, Okla- 
homa City 2. 


OREGON « 


Moore’s Motion Picture Service, 
33 N. W. 9th Ave., Portland 
9, Oregon. 


United World Films, Inc., 5023 
N. E. Sandy Blvd., Portland. 


TEXAS 


Capitol Photo Supplies, 2428 


uadalupe St., Phone 8-5717, 
Austin. 


Association Films, Inc., 1915 Live 
Oak St., Dallas 1. 


George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 


United World Films, Inc., 2227 


Bryan Street, Dallas. 


UTAH 


Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
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the projector! 


WHERE OUR 16MM LAB AND SOUND 
RECORDING SERVICES ARE CONCERNED 


Expert printing and processing 
comes to life in the projection room. 
Let us handle your next job 
and prove that this personalized 
attention costs no more. 
write today for detailed description 


of our services and prices. 


FISCHER 
PHOTOGRAPHIC 
LABORATORIES 


1731 N. Mobile Ave., Chicago 39, Ill. ME-7-5316 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services. Color printing 
and lacquer coating. 


ESCAR 
MOTION PICTURE SERVICE, 


7315 Carnegie Ave., 
Cleveland 3, Ohio 


CAMERA EQUIPMENT 


NEED EYEMOS (SINGLE LENS AND TURRET), 
MITCHELLS, ARRIFLEX, DE BRIES, B&H STAND- 
ARDS AND HI-SPEEDS, WALLS, AKELEYS, CINE 
SPECIALS, AURICONS, MAURERS, FILMOS. 
ALSO BALTARS, COOKES AND OTHER LENSES. 
SOUND STAGE, LABORATORY AND EDITING 
EQUIPMENT OF ALL TYPES REQUIRED. PLEASE 
SHIP INSURED OR FORWARD DESCRIPTIONS 
AIRMAIL. IMMEDIATE PAYMENT. 


GORDON ENTERPRISES 
5362 N. CAHUENGA + N. HOLLYWOOD, CAL. 


IMMEDIATE 
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TEXACO’S SCREEN ADVERTISING: 


(CONTINUED FROM PAGE SIXTY-SIX) 


form of promotion for the first time in many 
years. 

Texaco was frankly apprehensive about the 
effectiveness of local theatre advertising when ap- 
proached by Claude F. Lee, director of national 
sales of the Movie Advertising Bureau (Motion 
Picture Advertising Service Co., Inc. and United 
Film Service, Inc.), but was persuaded to give 
the medium a good try in 1954. 


Market Untouched by Other Media 

The company felt that perhaps there was a 
certain market it could reach with theatre ad- 
vertising that might have been only lightly 
touched with other media. It had discovered 
that “not everyone looks at Milton Berle.” and 
besides, theatre advertising as planned by Tex- 
aco, is local—and local advertising has a big 
appeal to many retailers. 

Texas’ sales promotion department says it 
would have been very happy to find 500 dealers 
willing to sponsor the theatre playlets on their 
local screens. What has happened is that some 
1200 dealers are using the films, and reporting 
they are delighted with the sales results they have 
obtained. J. M. Gregory, Texaco’s manager of 
sales promotion, estimates that by the end of the 
year, the company’s dealers will have ordered 
$400,000 worth of screen time in their local 
theatres. 


Base Success on Quality Production 

One reason why the Texaco playlets have been 
so successful is that they were produced on a 
very high quality basis. Audio Productions, Ine., 
made the 26 films in the series—all on location 
and depicting fine scenery and the joys of motor- 
ing with climate-controlled gas. The 26 films cost 
Texaco $12,000, more than usual for theatre 
playlets, yet the extra expense is considered well 
justified by the almost 10 times as much “re- 
turned” to the company by dealer purchases in 
theatre screen time. 

Some of the reasons the films appealed to 
Texaco dealers, aside from the fact they were 
especially handsome films, were that 20 seconds 
of each film featured the name and address of 
the local dealer, and the sales points were always 
in season—selling spring and fall changeover, 
Anti-Freeze and other seasonal products and 
services, 


Theatre Ad Companies Handle Sales 

Though Texas promoted the films in mailing 
pieces, and encouraged dealers to use them in 
other ways, the actual sales of the packare were 
handled by the five theatre advertising com- 
panies in various sections of the country. 

Texaco is so enthusiastic about the 1954 theatre 
advertising program that it expects to make the 
campaign an annual part of its sales helps for 
dealers. 


Eprror’s Nore: Other reports on local and na- 
tional utilization of the screen advertising 
medium will be carried in future issues of 
Business SCREEN. Analysis of techniques, costs 
and sales results will be included in this editorial 
series. 


COMMERCIAL PICTURE 


OR BUY A 


FOR LESS THAN YOU 
THINK... AND 


your meeting 


. « » beyond belief! 


PROFESSIONAL 
16mm and 35mm 


AT MINIMUM COST 


¢C A WORD 

MUSIC or SILENT 

QUICK SERVICE 
GUARANTEED WORK 
MINIMUM TITLE $2 


FILMACK 


Laboratories 
1326 Wabash 
Chicago 5, Illinois 


Producers of: 
SPECIAL TRAILERS 
TV COMMERCIALS 
STOP MOTION FILMS 
ANIMATED FILMS 
TV SLIDES, ete. 


Information and Prices on Request 
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HAVE YOU READ THESE AUDIO-VISUAL REFERENCE BOOKS? 


ORDER TODAY FROM THE BUSINESS SCREEN BOOKSHELF SERVICE 


SHIPMENT POSTPAID IF CHECK ACCOMPANIES ORDER 


* Business Film Books tru 
FILMS IN BUSINESS AND INDUSTRY by Henry Clay Gipson 


(How Motion Pictures and Slidefilms are made and used for Train- 
ing, Education and Selling) 

THE FILM BOOK by Wilson and Haas 
(Applications of sound motion pictures and slidefilms in school, 
business and industry, including chapters on projection, distribu- 
tion, T.V.) 

THE FILM IN INDUSTRIAL SAFETY TRAINING by Paul R. Ignatius 
(Determining place of films in industrial safety training and prob- 
lems involved in their use) 

THE USE OF TRAINING FILMS IN DEPARTMENT AND 
SPECIALTY STORES by Harry M. Hague (Extent to which films 
and other training aids are used in industry and obstacles to more 
effective and widespread use) 


¢ Books on Production Techniques 


AMERICAN CINEMATOGRAPHER HAND BOOK AND REF- 
ERENCE GUIDE by Jackson J. Rose (Photographic materials, 
methods and equipment 

PREPARATION AND USE OF AUDIO-VISUAL AIDS 
by Haas and Packer (for industrial, educational, religious, social and 
civic fields) 

FILM AND ITS TECHNIQUES by Raymond Spottiswoode 
(Essential, unwritten lore of documentary film making) 

FILM AND THE DIRECTOR by Don Livingston 
(How to write, produce or direct better movies economically) 

THE TECHNIQUE OF FILM EDITING by Karel Reisz 
(Basic Principles for T.V.) 

HANDBOOK OF BASIC MOTION-PICTURE TECHNIQUES 
by Emil E. Brodbeck (for both amateur and professional this hand- 
book covers basic know-how) 

PAINTING WITH LIGHT by John Alton 
(Technical and artistic aspects of lighting) 

PICTORIAL CONTINUITY by Gaskill and Englander 
(How to shoot a movie Story) 

THE RECORDING AND REPRODUCTION OF SOUND 
by Oliver Read (Complete reference to audio in all phases) 


16MM SOUND MOTION PICTURES by William H. Offenhauser, Jr. 


(A Manual for the professional and amateur) 


¢ Periodicals, Handbooks and Film Guides 


BUSINESS SCREEN MAGAZINE .. . for Industry (including eight 
full issues) 
THE AUDIO-VISUAL PROJECTIONIST’S HANDBOOK 
(Two-color graphic portfolio showing ideas and helps) 
THE NATIONAL DIRECTORY OF SAFETY FILMS 
(Over 950 subjects including 1954 additions and supplements) 
GUIDE TO FILMS & USES BY SALES EXECUTIVES 
(National Federation of Sales Executive book with 45 pages of 
useful text and complete sales training film list) 
BOUND VOLUMES OF BUSINESS SCREEN MAGAZINE 
Volume 11--1950 (8 complete issues of one full year) 
Volume 12-1951 (8 complete issues of one full year) 
Volume 13-1952 (8 complete issues of one full year) 
Volume 14-1953 (8 complete issues of one full year) 


Special combination offer of all four volumes, FOB Chicago 


PUBLISHER PRICE 
McGraw-Hill $4.50 
285 Pages 
Prentice-Hall $4.65 
251 Pages 


Harvard University Press $1.50 
119 Pages 


Harvard University Press $1.50 
147 Pages 


American Cinematographer $5.00 
331 Pages 


Prentice-Hall $5.00 
320 Pages 


University of California Press $7.50 
505 Pages 
Macmillan Co. $4.50 
203 Pages 
Farrar, Straus and Young $7.50 
282 Pages 


Whittlesey House $6.50 
307 Pages 
Macmillan Co. $6.75 
191 Pages 
Duell, Sloan and Pearce $3.00 
149 Pages 


Howard W. Sams & Co. $7.95 
800 Pages 


Interscience $11.50 
565 Pages 

Business Screen $3.00 

a year 

Business Screen $1.00 

National Safety Council $.75 

National Federation $3.00 


of Sales Executives 


Business Screen 
$8.50 
$8.50 
$8.50 
$8.50 


$29.50 


Send Orders Accompanied by Check in Payment or Purchase Order Addressed to 
BUSINESS SCREEN MAGAZINE, 7064 SHERIDAN ROAD, CHICAGO 26 


CLEAN WATERS: 


(CONTINUED FROM PAGE 69) 


peake Bay, the nation’s marvelous 
rivers, its brooks and streams. 

At the Cincinnati premiere, Mr. 
Walirath spoke of an immediate 
need for 6700 new sewage plants 
and 3500 industrial waste facilities 
in the nation. Many of the present 
6600 plants must be improved, he 
added. 

The threat to swimming and fish- 
ing for sport, the devastation of 
commercial fishing and the en- 
dangering of municipal water facil- 
ities, the effect on conservation— 
all these elements seem to cast a 
sharper reflection in Clean Waters. 


Film Vet Earl Clark Named 
Nova Scotia Promotion Chief 

* Appointment of Eart CLarK, 
former production sales executive of 
Associated Screen News, Montreal, 
as director of industrial and tourist 
promotion for the province of Nova 
Scotia recently was announced by 
Wilfred T. Dauphinee, minister of 
trade and industry. 

Mr. Clark brings to his public 
office a long record of achievement 
in the industrial film field. Over a 
period of 12 years, he produced 
more than fifty films for many of 
Canada’s governing bodies and pri- 
vate industrial organizations. 

A recent assignment for Mr. Clark 
was the preparation of a script for 
the Ontario Department of Health 
for a mental health program pre- 
sented at the Canadian National 
Exhibition and before the World 
Mental Congress in Toronto. This 
film was Way of Return. 


WANTED — FILM 
SALES EXECUTIVE 


Fast-growing studio in the 
Great Lakes region possessing, 
with lots of know-how, finest 
16 and 35mm equipment, new 
sound stage, own laboratory, 
sociable management, needs an 
experienced salesman with a 
personal following. 


The man who can bring in 
the industrial and television 
accounts will enjoy unlimited 
commissions, secure future, 
happy association. 


All replies kept strictly con- 
fidential, so tell us your story. 


Write Box 54-7B 


BUSINESS SCREEN 
7064 Sheridan Rd., Chicago 26 
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Opaque rojsctors The 1955 al of the s Finest 


Projection, Tape and Related Equipment 


ONE DOLLAR 


On va FOR EXTRA COPIES AND shy 


sibseribers. Wilt receive dingle copy; orders for advertising space intthig impor. 
extra issuee@May be ordered advance at tant now being accepte: 
$1.00 pach. postpaid. Manufacturers’ Write Or Wire today to. 
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FIRST AWARDS FOR EXCELLENCE 
AT THE THIRD 


KENTUCKIANA FILM FESTIVAL 


OF THIS WORLD” 


@ motion picture produced tor 
E. i. duPont de Nemours @ Co., Inc.... 


. shows how “down to earth sales fundamentals” heeome 
three-star ob jectives of wholesale bakery salesmen. 


This film festival first, “Out of This World” interweaves 
entertainmen! with pointers on merchandising. In color, 
this award-winner emphasizes the importance of eye-appeal. 
It shows how to increase sales in’the food market 

competitive. 


“OVERCOMING 
OBJECTIONS” 


@ soles-training 
motion picture produced for 
The Dartneli Corporation 


Twice a winner in recent festival competitions, “Overcoming 


Objections” spotlights the six most effective techniques 


used by successful salesmen to overcome sales obstacles. 
It shows how objections cam serve as fuel to spark the sales Produced by 
talk. An entertaining film, it will instruct and inepire Te 


mew salesmen and old-timers. JAM HANDY 


PRESENTATIONS «© L 


MOTION PICTURES TRAINING ASSISTANCE. 
DAYTON2 CHICAGO HOLLYWOOD 260 
310 TALBOTT BLOG.” 230 NORTH MICHIGAN AVE «5746 SUNSET BLVD. 
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GH 22 DETROIT 
«1775 BROADWAY GATEWAY CENTER 2821 GRAND BLVD. 


